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SLP  Strategic  Alliance  partners 
Presteligence  and  X-Rite  Pantone, 
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No  Money  for  Working, 
And  Internships  for  Free 


I  had  just  turned  on  my  computer 
and  was  getting  settled  in  at  my 
desk  one  recent  morning  when 
I  came  across  this  headline: 
“Northwestern’s  Journalism  Program 
Offers  Students  Internships  wth  Pres¬ 
tige,  But  No  Paycheck.” 

I  almost  spit  out  my  coffee. 

Here  it  was,  2014,  and  I  was  read¬ 
ing  that  the  world-reno^vned  Medill 
School  of  Journalism  offered  a  great 
education  for  about  $15,000  in 
quarterly  tuition,  along  with  unpaid 
internships. 

\\diat,  in  the  name  of  Sander  Vano- 
cur,  was  going  on  over  at  that  place?  I 
wondered. 

Apparently,  during  their  mandatory 
quarter  in  Journalism  Residency,  as 
it’s  knowm.  Northwestern  journal¬ 
ism  students  would  work  full  time  at 
standout  media  organizations  such  as 
CNN  and  Conde  Nast.  That  is,  at  least 
until  the  good  folks  at  Conde  Nast 
dropped  their  unpaid  internship  pro¬ 
gram  last  year,  presumably  because 
they  were  tired  of  being  questioned 
why  they  wouldn’t  pay  their  interns  a 
little  money. 

The  way  it’s  worked  wth  the  Jour¬ 
nalism  Residency  progi’am,  employers 
pay  Medill  $1,250  for  eveiy  student 
placed,  but  don’t  pay  the  intern.  The 
intern  does  receive  academic  credit 
and  a  small  stipend  from  Northwest¬ 
ern  for  relocation  expenses  that  range 
from  $600  to  $1,200,  if  necessar)'. 

But  that  hardly  makes  it  easy  for  a 
college  student  to  decide  whether  or 
not  to  take  an  internship,  and  risk 
going  broke  (broker?)  in  the  process. 
Most  internships  are  acquired  during 
a  student’s  junior  or  senior  years,  just 
when  the  student  loans  and  other  bills 
are  really  starting  to  stack  up. 

To  me,  this  almost  smacks  of  slave 


labor.  While  an  internship  at  a  place 
like  CNN  or  Conde  Nast  is  unques¬ 
tionably  valuable  for  the  student, 
how  can  news  organizations  expect 
to  attract  the  top  talent  if  they  aren’t 
walling  to  pay  at  least  a  minimum 
wage,  and  so  that  at  least  a  student 
can  afford  to  take  the  3-4  months  off 
to  w'ork  and  live  in  another  city? 

The  answer:  they  can’t.  And,  as  a  re¬ 
sult,  some  organizations— News  Corp., 
NBC  Universal,  Inc.,  Conde  Nast  and 
Gawker  Media,  to  name  a  few'— have 
faced  lawsuits  from  nonpaid  interns 
who  argue  they  should  have  been  paid 
at  least  something. 

Look,  I  was  once  an  intern  myself. 

I  recall  working  in  the  news  bureau 
of  a  school  district  and,  in  addition  to 
receiving  a  full  three  units  of  course 
credit,  I  received  a  minimum  wage 
salary  (well,  it  was  $1.65  at  the  time, 
but  still).  Plus,  I  was  given  a  nominal 
stipend  for  “gas  and  mileage.” 

Heck,  I  remember  receiving  about 
$300  a  month  for  serving  as  executive 
editor  of  my  campus  newspaper  one 
semester.  And  this  was  in  1974! 

For  its  part,  Medill  has  asked 
companies  to  consider  paying  at 
least  minimum  wage  to  all  its  future 
interns. 

But,  how'  many  organizations  will 
instead  decide  to  drop  their  internship 
programs  rather  than  foot  the  bill  in 
these  tough  economic  times? 

Of  course,  many  companies  do 
pay  interns,  even  if  it’s  just  minimum 
salary.  Still,  as  much  as  news  organiza¬ 
tions  complain  about  the  inability  to 
find  good  talent  these  days,  you  would 
think  they  would  be  walling  to  invest  a 
little,  just  a  little,  to  keep  alive  the  op¬ 
portunity  to  attract  quality  talent. 

See  this  month’s  Critical  Thinking 
for  more  on  this  controversy.  -  EZ 
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The  Mega-Conference  is  the  premiere  industry  event  for  newspaper 
enecutives  and  the  companies  that  do  business  with  newspapers. 

Developed  jointly  by  the  Inland  Press  Assoeiation,  Local  Media  Association  and 
the  Southern  Newspaper  Publishers  Association,  this  conference  brings  together 
the  best  thought  leaders  tackling  the  hottest  trends  in  the  industry  today. 

It's  all  about  revenue  and  innovation!  View  the  conference  agenda, 
learn  about  sponsorship  and  exhibit  opportunities,  and  register  at: 

www.mega-conference.com 


^  Follow  the  conference  on  Twitter:  #2014MegaConf 
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ILLUSTRATION  BY  TONY  O.  CHAMPAGNE 


Endorsements  have  value 

I  believe  in  the  virtue  of  endorse¬ 
ments,  which,  around  here,  we  always 
title  “The  Kiss  of  Death”  (Ethics 
Corner,  “Journalists  Shouldn’t  Play 
Endorsement  Game,”  November 
2013).  In  general,  I  think  we  move 
about  10  percent  of  the  late,  undecid¬ 
ed  vote,  largely  because  of  the  respect 
the  paper’s  editorial  page  has  in  the 
community. 

We  usually  know  the  candidates 
better  than  the  average  person  on  the 
street.  We  know  their  strengths  and 
weaknesses  because  we’ve  usually 
worked  wth  these  people  for  years, 
either  as  incumbents  or  community 
leaders.  We  have  insights  into  them 
the  average  reader  rarely  has  a  chance 
to  see.  We  know  which  candidates 
lie  through  their  teeth  about  where 
they  stand,  no  matter  what  kind  of  a 
straight  shooter  their  websites  and 
ads  say  they  are.  We  know  which  ones 
sleep  through  commission  and  legisla¬ 
tive  meetings  or  come  to  those  meet¬ 
ings  unprepared.  We  know  which  ones 
think  out  and  research  the  issues  and 
which  ones  just  make  knee-jerk  votes 
on  dogma.  The  average  voter  doesn’t. 

An  endorsement  editorial  gives 
us  a  chance  to  tell  them  that.  I  still 
believe  in  the  gatekeeper  theorj'  of  the 
press,  and  in  many  ways,  that  is  more 
important  today  than  ever  before.  "iTie 
information  overload  on  the  net,  the 
outright  falsehoods  presented  as  facts 
and  the  insidious  distoitions  have  to 
he  filtered  out.  That’s  our  job,  and  if 
we  do  it  right,  people  trust  us.  So,  if  we 
tell  them  candidate  A  wll  do  a  better 
and  more  effective  job  representing 


them  than  candidate  B,  hopefully  it 
wiW  swing  any  close  election  to  the 
better  candidate. 

I’d  like  to  think  that  every  voter 
out  there  is  capable  of  doing  good, 
objective  research,  bothers  to  stay 
informed  and  is  knowledgeable  about 
the  candidates  and  the  issues.  Un¬ 
fortunately,  I  know  they’re  not.  Most 
don’t  even  start  to  think  about  it  until 
near  the  election  (except  for  major 
national  or  state  races,  which  are  a 
small  fraction  of  the  total  races  on 
the  ballot).  An  endorsement  editorial 
can  keep  them  from  making  horrible 
mistakes,  in  particular  in  the  smaller, 
less  well-known  but  vitally  important 
local  races.  It  also  gives  us  a  chance 
to  explain  our  reasoning,  which  the 
reader  can  then  use  to  determine 
how  we  think  when  we’re  covering  an 
election.  It  lets  them  see  the  filters  we 
use  "with  all  our  other  editorials  and 
to  evaluate  how  good  we  are  at  being 
objective  and  keeping  our  opinions 
out  of  the  campaign  stories. 

Overall,  the  only  downside  to  an 
endorsement  editorial  is  the  people 
who  never  forgive  you  for  not  sup¬ 
porting  their  candidate.  Fortunately, 
the  “never  forgives”  are  a  fairly  small 
group.  But  in  terms  of  our  responsibil¬ 
ity  to  be  a  voice  for  and  leader  of  our 
community,  I  think  they’re  extremely 
important. 

KELLY  EVERITT 

Submitted  on  editorandpublisher.com 

Wolper’s  dead  end 

By  Mr.  Wolper’s  logic,  newspapers 
should  never  editorialize  (Ethics  Comer, 
“Journalists  Shouldn’t  Play  Endorse¬ 


ment  Game,”  November  2013).  Any 
time  they  express  an  opinion  on  any  top¬ 
ic  that  their  reportere  cover,  they  can  be 
accused  of  creating  a  perception  of  bias. 
But  readers  are  independent  enough 
to  reject  newspapers’  advice  if  they 
disagree  wth  it.  Rather  than  portray  the 
mayoral  vote  in  New  York  as  proof  of 
the  impotence  of  newspapers,  Mr.  Wol- 
per  ought  to  acknowledge  that  it  repre¬ 
sents  the  vitality  of  the  electorate.  Done 
right,  endorsements  provide  readers 
wth  informed,  thoughtful,  independent 
assessments  of  candidates  and  issues. 
Endorsements  aren’t  instmctions  on 
how  to  vote;  they  are  arguments  for  and 
against  particular  candidates  and  issues, 
arguments  readers  can  weigh  as  they 
make  up  their  minds.  Newspapers  that 
abandon  endorsements  or,  worse,  aban¬ 
don  elections  altogether,  fail  in  a  crucial 
part  of  their  duties  to  help  readers  shape 
their  own  thinking  and  to  hold  public 
officials  accountable. 

ANDY  YOUNG 

Submitted  on  editorandpublisher.com 

Poorly  thought  out  argument 

So  many  leaps  of  logic  by  Mr.  Wolper 
(Ethics  Corner,  “Journalists  Shouldn’t 
Play  Endorsement  Game,”  November 
2013).  The  AP  memo  has  nothing  to 
do  with  “the  merger  of  the  editorial 
and  news  pages,”  but  instead  is  about 
journalists  finding  proper  and  ethical 
ways  to  utilize  the  new  tools  of  social 
media.  I  won’t  repeat  the  comments 
made  by  Andy  Young,  other  than  to 
say  I  agree  with  his  post. 

TIM  COLTER 

Submitted  on  editorandpublisher.com 


I"  Send  ui  your  commenti 

ed@editorandpublisher.com 

“Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA 
Please  include  your  name,  title,  city  and  state,  and 
email  address.  Letters  may  be  edited  for  all  the  usual 
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IN  100  YEARS,  A  LOT  HAS  CHANGED  IN  MEDIA,  EXCEPT  THE 
NEED  FOR  TRANSPARENCY  AND  TRUST — EXPERIENCE  COUNTS. 

A  century  ago,  publishers,  advertisers  and  agencies  came  together  to  bring  order 
to  a  troubled  media  v^orld.  The  result  was  the  formation  of  an  independent  auditing 
organization  that  paved  the  way  for  the  age  of  advertising.  Today,  its  nonprofit 
mission  to  deliver  confidence  in  a  chaotic  media  landscape  is  more  important  than 
ever.  With  deep  experience  in  digital  media  platforms  and  unique  tools  like  the 
Consolidated  Media  Report  and  the  Media  Intelligence  Center,  AAM  is  enabling  its 
members  to  keep  pace  in  the  new  world  of  media. 


Alliance  for 
Audited  Media 


See  why  the  leading  minds  in  media  are  counting  on 
AAM  for  the  next  hundred  years  at  auditedmedia.com/1 00 
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A  Push  in  the 
Right  Direction 

Airpush  connects  advertisers  with  mobile  technology 


airpush 

mobile  ads  redefined 


By  Nu  Yang 

Founded  in  2010  by  mobile  advertising 
veterans,  Airpush  (airpush.com)  is  on  a 
mission  to  redefine  the  digital  landscape, 
and  as  online  news  consumption  grows, 
publishers  are  looking  at  companies  like  Airpush 
to  help  monetize  their  ads. 

With  offices  in  Los  Angeles  and  India,  Airpush  has  about 
200  employees  worldwide.  In  its  first  15  months,  the  com¬ 
pany  grew  to  be  the  second  largest  ad  network  for  Android. 

“We’re  not  just  an  ad  network,”  said  vice  president  of 
marketing  Cameron  Peebles.  “We’re  an  ongoing  platform 
that  wants  to  build  businesses.” 

According  to  the  company,  it  receives  more  than  5  billion 
impressions  a  month  and  has  more  than  120,000  live  apps. 
Airpush  offers  eight  ad  formats  for  advertisers,  such  as 
banners,  push  notifications,  icons,  videos  and  rich  media. 
Clients  can  create  and  manage  mobile  ad  campaigns  across 
both  Android  and  iOS  devices  by  using  a  dashboard  that 
prowdes  advertisers  \\dth  detailed  analytics.  Airpush  also 
offers  HyperTarget,  a  mobile  ad  targeting  tool  that  allows 
advertisers  to  target  opted-in  users  based  on  their  app 
dowiload  history. 

Vice  president  of  publisher  solutions  Tan  Tmangraksat  said 
for  publishers  to  understand  adveitisers,  they  need  to  think 
like  them.  To  do  that,  publisheis  need  to  study  the  details  of 
their  audience,  such  as  location  and  demographics. 

“With  mobile,  there  is  a  lot  of  fragmentation,”  he  said. 
“There  are  many  operating  systems  and  devices,  and  differ¬ 
ent  players  in  the  space.” 

The  “secret  sauce”  Tmangraksat  said,  is  data.  With 
Airpush ’s  data  components,  Tmangraksat  said  it  enables 
them  to  find  the  needs  of  the  advertisers  and  leverage  that 
information  to  increase  value.  As  a  result  of  that  targeting, 
he  said  the  interactiwty  would  “increase  the  publisher’s 


revenue  and  advertising  performance.” 

When  it  comes  to  user  experience,  Tmangraksat  said 
“Less  is  more... Don’t  put  up  100  small  ads  when  you  can 
put  up  10  large  ads  instead.  Publishers  will  see  a  much 
higher  return  rate  and  it  will  increase  monetization.” 

Both  Peebles  and  Tmangraksat  predict  native  advertis¬ 
ing  will  be  the  next  big  wave  in  mobile.  Last  year,  Airpush 
acquired  Hubbl,  a  New  York-based  mobile  native  adver¬ 
tising  and  personalization  technology  company.  Airpush 
and  Hubbl  released  a  fully  integrated  native  advertising 
platform  to  app  publishers  in  January  designed  to  dramati¬ 
cally  increase  earnings  capabilities  for  developers  of  iOS 
and  Android  mobile  apps. 

“Native  seamlessly  integrates  Avith  the  user  experience,” 
Tmangraksat  said.  ‘The  native  experience  increases  the 
stickiness  in  readers  and  works  wdth  content.” 

Tmangraksat  said  publishers  should  understand  their 
audience  and  integrate  a  monetization  solution  as  soon 
as  possible.  In  addition  to  native,  Tmangraksat  also  sees  a 
growth  in  programmatic  buying  and  real-time  bidding. 

“Experiment  as  soon  as  possible.  Work  wath  a  partner 
like  Airpush  who  has  the  ability  to  collect  data  and  give 
back  to  advertisers,”  he  said.  ■ 
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Geo-coding  the  News 


News  Bayou  creates  newsfeed  based  on  your  current  location 


As  more  readers  consume 
news  on  their  mobile  de¬ 
vices,  News  Bayou  wants 
to  deliver  a  personalized, 
hyperlocal  news  feed  right  to  your 
smartphone,  all  based  on  your  aor- 
rent  location. 

Developed  by  Our  Hometown, 
lnc„  News  Bayou  aggregates  news 
articles  using  the  company's  Points 
Mentioned  product.  Launched  early 
last  year.  Points  Mentioned  uses  a 
simple  algorithm  to  target  locations 
mentioned  in  a  paper’s  online  article. 
Once  locations  are  tagged,  a  small 
map  is  embedded  in  the  story,  where 
locations  are  pinpointed  and  specific 
areas  are  highlighted  for  more  infor¬ 
mation. 

According  to  director  of  busi¬ 
ness  development  Matthew  Larson, 
there  are  currently  140  weeklies  and 
10  daily  newspapers  using  Points 
Mentioned.  As  a  result.  News  Bayou’s 
database  has  between  1.2  and  1.5 
million  stories  with  nearly  4  million 
points  geo-coded. 

With  papers  like  the  San  Fran¬ 
cisco  Examiner  and  the  Los  Angeles 
Wave  using  Points  Mentioned,  Lar¬ 
son  said,  "News  Bayou  takes  Points 
Mentioned  a  step  further  and  takes 
your  location  and  gives  you  all  the 


Haight  ctntar  for  homtlttt  youth  tuplorvt  eptlont  ai 
clowrt  looms 
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Grill  manufacturer  opens  its  new 
facility  on  county  land  in  Downey 


>  (Top)  A  full  screen  map  of  News  Bayou. 
(Right)  Maps  are  embedded  in  news  stories. 


stories  in  your  area." 

He  explained,  ’’The  whole  process 
begins  on  the  newspaper’s  site.  Once 
the  map  is  put  on  the  page  through 
a  Javascript  code,  the  articles  come 
back  to  the  database,  and  it  has 
the  potential  to  show  up  on  News 
Bayou." 

Vice  president  of  engineering 
and  production  Jeremy  Beha  said 
the  news  feed  is  updated  every  two 
minutes. 

Larson  said  the  news  feed  is  very 
"intuitive"  as  the  feed  changes  as  the 
user  moves. 

Users  also  have  the  option  to 
input  any  location  to  do  a  search.  In 
addition,  users  can  adjust  the  feed  to 
receive  the  most  recent  news  or  the 
closest  news  to  their  location. 

"News  Bayou  connects  audiences 
to  articles  in  a  whole  new  way,"  Lar¬ 
son  said.  "You  can  find  stories  based 
on  your  location  or  you  can  find 
stories  from  across  the  country." 

Larson  said  he  wants  to  keep  the 
costs  at  zero  for  publishers.  Points 
Mentioned  and  News  Bayou  has 
the  opportunity  to  earn  revenue 


N*w  bu«>r>Mt  In  Oown«y 


for  them.  Last  month,  News  Bayou 
launched  a  digital  subscription 
plan,  which  Larson  described  as  the 
"iTunes  for  the  news." 

Instead  of  subscribing  to  a  dozen 
of  newspapers  around  the  country, 
Larson  said  readers  can  subscribe  to 
a  single  news  feed  with  News  Bayou. 
It’s  currently  available  as  a  web  app 
in  Android  and  iOS  devices. 

'  ’We’re  experimenting  and  posi¬ 
tioning  ourselves  with  our  database 
as  mobile  advertising  matures  and 
becomes  more  common,"  Larson  said. 

In  the  future,  he  sees  publishers 
using  story  sponsorship  on  Points 
zzMentioned,  local  businesses  pinning 
their  locations  on  the  embedded  maps 
and  even  location-based  advertising. 

For  more  information,  visit 
pointsmentioned.com  or 
newsbayou.com.  -  AT 
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A  New  Kind 
of  Newspaper 


the  secrets  of  san  francisco 


Former  San  Francisco  Bay  Guardian  editor  launches  48  Hills 


funds  through  donations  and  by  look¬ 
ing  into  foundation  grants.  He  also 
plans  to  put  ads  on  the  site.  While 
other  non-profit  journalism  start-ups 
begin  on  a  larger  scale,  Redmond  said 
he  is  starting  small,  and  then  build¬ 
ing  up. 

So  far,  he  has  raised  $40,000.  In  his 
first  year,  Redmond  said  he  would  like 
to  raise  $250,000  to  $300,000  to  pay 
expenses  and  hire  more  writers. 

After  a  launch  party  last  month, 
he  said  his  goals  include  redesigning 
the  website  in  order  to  showcase  the 
content  in  a  better  way.  “By  February, 
I  want  it  to  be  fully  developed.” 

Even  though  Redmond  has  left  his 
print  journalism  days  behind  him,  he 
is  still  passionate  about  San  Francisco 
news.  “This  is  my  city... the  industry  is 
changing  and  it  needs  more  progressive 
news  outlets.  Journalism  needs  a  new 
model  to  move  forward,  and  this  is  an 
exciting,  new  opportunity.”  —  NY 


I  want  to  build  in  arts  and  culture 
later,”  he  said. 

Redmond  said  after  publishing 
several  big  stories  on  the  site,  he  has 
heard  positive  feedback  from  readers 
because  “We’re  not  content  aggrega¬ 
tors;  we  publish  original  repoiding. 
People  are  excited  to  see  another 
news  outlet.” 

Even  v^uth  limited  resources  and 
staff,  Redmond  said  he  finds  his 
stories  like  eveiy  other  reporter: 
either  by  going  down  to  city  hall  and 
through  tips.  He  also  follows  the 
same  advice  he  tells  his  journalism 
students  when  it  comes  to  story  ideas, 
“JDLR.  It’s  what  just  doesn’t  look 
right.” 

Redmond  plans  to  operate  as  a 
non-profit  business  for  two  reasons, 
he  said,  “It  frees  you  from  having  to 
worry  about  investors  and  it  creates  a 
^^able,  sustainable  model.” 

Currently,  Redmond  is  collecting 


After  serving  31  years 
at  weekly  alternative 
newspaper,  the  San 
Francisco  Bay 

Guardian,  Tim  Redmond  has 
launched  a  progressive  online 
publication  called  48  Hills:  The 
Secrets  of  San  Francisco  (48hill- 
sonline.org). 

“There  are  47  named  hills  in  San 
Francisco,  but  there  is  always  one 
more  hill  to  climb,”  Redmond  said, 
explaining  the  website’s  name. 

According  to  reports,  Redmond 
left  the  Guardian  last  June  after 
disputes  wth  the  paper’s  new  owmers 
over  personnel  changes.  Despite  his 
long  career  at  the  Guardian,  Red¬ 
mond  predicted  in  10  years,  the  print 
daily  newspaper  model  would  be 
over.  He  saw  more  publications  mov¬ 
ing  online,  which  is  why  he  decided 
to  make  his  new  journalism  venture 
digital-only. 

Redmond  introduced  48  Hills 
during  a  soft  launch  in  December. 
The  website’s  first  articles  revolved 
around  controversial  news  items, 
such  as  the  city’s  housing  market,  a 
church  sex  scandal  and  a  rape  case. 
“Right  now,  it’s  mostly  news,  but 


What’S  the  best  piece  of  business 
advice  you’ve  ever  received? 

“A  businesswoman  I  trust  said  to  hire  talented  people 
and  get  out  of  their  way.  Tina  Fey’s  work  with  Saturday 
Night  Live  and  later  network  television  is  similar  to  what 
we  do  in  media  production  with  its  moving  parts  and 
players.  We  want  to  come  out  with  something  people 
want  to  see  again  and  again.  Real  progress  is  impeded 
when  capable,  creative  and  talented  people  are  held  back 
by  tradition  and  ‘the  way  we’ve  always  done  it.’  Get  on 
board,  or  get  out  of  the  way.” 


>  Courtney  Spradlin 


Cowiney  Spradlin  is  the  social  media  editor  at  the  Log  Cabin  Democrat  in 
Conway,  Ark.  In  2013,  she  was  named  one  ofEditor  &  Publisher’s  top  25  under  35 
rising  stars  of  newspaper  publishing. 


►  Tim  Redmond 
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Paywall  Lessons 

Canada’s  Globe  and  Mail  reflects  on  digital  subscriptions  a  year  later 


In  today’s  industry,  the 
paywall  is  just  one  avenue 
newspaper  publishers  are 
taking  toward  finding  new 
revenue.  Since  launching  its 
metered  paywall,  Globe  Unlim¬ 
ited,  in  October  2012,  Toronto’s 
Globe  and  Mall  has  seen  its 
numbers  of  digital  readers  grow, 
and  along  the  way,  have  learned 
some  lessons. 

Visitors  to  globeandmail.com  can 
access  10  free  pieces  of  Globe  and  Mail 
content  per  month  before  being  asked 
to  subscribe.  Globe  Unlimited  is  avail¬ 
able  at  no  additional  cost  for  five-  or 
six-day  home  deliveiy  subscribers,  and 
it  is  discounted  to  $4.99  for  partial- 
week  home  delivery  subscribers.  For 
non-subscribers,  a  subscription  trial 
is  available  for  99  cents  for  the  first 
month,  after  which  the  cost  is  $19.99 


“It’s  about  consumer 
behavior  and  consumption 
patterns.  Peopie  want 
options.” 


per  month. 

According  to  editor-in-chief  John 
Stackhouse,  the  paper  saw  a  sig¬ 
nificant  drop  in  page  riews  after  the 
launch,  but  he  was  prepared  for  the 
decline.  He  saw  more  print  subscrib¬ 
ers  than  non-subscribers  consuming 
the  news  online,  but  to  encourage  the 
casual  risitor  to  sign-up,  Stackhouse 
said  the  newsroom  focused  on  provid¬ 
ing  content  worth  paying  for. 

He  added  more  reporters  to  write 
on  popular  topics  such  as  business 
and  politics.  Sections  like  Streetwise 


(financial  reporting).  Report  on 
Business,  Political  Insider  and  World 
Insider  were  made  available  only  to 
subscribers.  Thanks  to  data  and  ana¬ 
lytics,  Stackhouse  said  the  newsroom 
also  changed  the  time  of  day  when 
articles  were  published  online  in  order 
to  maximize  moments  of  high  traffic. 

Last  November,  Globe  Unlimited 
also  introduced  Globe  Investor,  an 
investing  toolkit  for  subscribers. 
Publisher  Phillip  Crawley  said  because 
of  the  new  feature,  there  were  6,000 
more  new  subscriptions  during  the 
month. 

Crawley  said  right  now,  there  are 


>  Phillip  Crawley  >  John  Stackhouse 


more  than  100,000  subscribers  to 
the  digital  subscription  package  (the 
number  includes  print  plus  digital  and 
digital-only  readers). 
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He  said  he  learned  that  readers  like 
to  have  choices  on  how  they  consume 
their  news.  “Tlie  La  Presse  in  Montreal 
is  really  active  on  the  tablet  and  develop¬ 
ing  their  app,  but  I  heai’  some  of  their 
I’eaders  still  want  the  paper.  It’s  about 
consumer  behavior  and  consumption 
pattems.  People  want  options.” 

The  paper  continues  to  find  new 
ways  to  promote  its  payw^all  by  offer¬ 
ing  special  subscription  discounts  and 
free  ebooks  as  rewards  to  subscribers. 
One  ebook,  “Ask  a  Wine  Expert:  101 
Things  We  All  Want  to  Know”  saw 
16,000  downloads  in  one  week,  said 
Crawley. 

Wliile  markets  in  the  U.S.  such  as 
the  Dallas  Morning  News  and  San 
Francisco  Chronicle  are  dismantling 
their  paywalls,  Crawley  said  the  digital 
subscription  is  the  right  business  mod¬ 
el  for  his  audience.  “They’re  prepared 
to  pay  for  good  content  and  we’re 
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learning  what  good  content  is.” 

Moving  forward,  Crawley  said  he 
would  like  to  offer  more  bundling 
options,  including  offering  print 
to  his  digital  subscribers.  In  the 


newsroom,  Stackhouse  said  he  will 
continue  to  work  on  growing  the 
paper’s  audience  especially  on  the 
mobile  platform.  “We  want  to  draw 
in  our  casual  audience.”  —  NY 
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Create  Engaging 
Infographics 

Infoactive  connects  data  to  storytelling 


Newsrooms  with  limited 
resources  now  have  a 
simple  tool  that  can 
turn  complex  data  into 
interactive  graphics.  Just  by 
dragging  and  dropping  the 
data,  Infoactive  turns  numbers 
into  stories  that  will  engage 
with  readers. 

As  a  former  nonprofit  web  consul¬ 
tant  wath  a  background  in  writing 
code,  co-founder  and  chief  executive 
officer  Trina  Chiasson  said  the  idea 
for  Infoactive  began  a  year  ago  when 
she  saw  a  huge  demand  for  visual 
stoi'jtelling. 

But  vdth  that  demand,  newsrooms 
also  saw  a  lot  of  challenges. 

“You  need  a  diverse  range  of  skills 
and  newsrooms  may  not  have  a  team 
of  designers  or  data  analysts,”  Chias¬ 
son  said.  “It’s  very  difficult  to  do  and 
it’s  a  huge  challenge  for  news  organi¬ 
zations  to  combine  data  and  design, 
create  beautiful  graphics  and  invest 
the  time  and  energy.  It  could  take 
weeks  to  produce  one  graphic.” 

She  said  while  papers  like  The  New 
York  Times  and  the  Guardian  have 
a  solid  graphics  team,  smaller  news 
organizations  may  not,  and  Infoac¬ 
tive  was  made  especially  for  them. 

As  a  current  Donald  W.  Reynolds 
.lournalism  Institute  research  fellow. 


>  Trina  Chiasson 


M.ikc  (l.tlii  (lilvfit  sloiic’s 


CHARTS  X 


Chiasson  is  working  with  the  school 
on  how  to  integrate  Infoactive  into 
the  newsrooms.  She  is  also  research¬ 
ing  how  newsrooms  produce  their  w- 
sualizations,  how  long  readers  engage 
vdth  graphics,  share  rates  and  time 
spent  on  the  graphic— factors,  Chias¬ 
son  said,  will  help  her  team  optimize 
the  product. 

How  Infoactive  works  is  that  users 
input  data  into  a  Google  spreadsheet 
or  through  an  uploaded  CSV  file.  Us¬ 
ers  can  work  with  a  few  numbers  or 
up  to  10,000  rows  of  data.  Infoactive 
automatically  creates  a  chart  based 
on  the  data’s  content,  but  users  can 
drag  and  drop  charts,  text,  maps, 
icons  and  other  interactive  features 
into  the  infographic. 


Chiasson  said  users  can  quickly 
start  to  “dig  in  and  play”  with  the  data 
and  graphics,  even  if  they  don’t  have 
any  design  skills. 

Infoactive  is  currently  in  private 
beta  and  ■will  open  to  the  public  next 
month.  For  early  access,  interested  uses 
can  simply  donate  $1  to  the  company’s 
Kickstarter  campaign  that  has  more 
than  1,000  backers  and  has  raised 
more  than  $46,000  (as  of  press  time). 

Chiasson  said  Infoactive  is  an  af¬ 
fordable  and  more  efficient  way  for 
reporters  to  do  data  journalism,  but  it 
is  not  meant  to  replace  designers  and 
analysts.  “It  will  help  (publishers)  do 
more  for  less.” 

For  more  information,  visit 
infoactive.co.  -  NY 
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From  the  Archive 


>We  Asked  You 


Associated  Press  correspondent  Pat  Morin  makes  notes  on  his  typewriter  from  a  speech  made 
by  Generai  Dwight  D.  Eisenhower  at  a  prop-stop  during  the  1956  presidentiai  campaign.  This 
photo  originaiiy  appeared  in  the  March  12, 1960  edition  of  E&P. 

I  - rTni'"!  'UTMTIillTin 


Facebook  and  Twitter:  In 


one  word,  how  would  you 


describe  the  newspaper 


•  Eniholdencd 

•  Resilient 

•  Redefiniiij^ 

•  Reinveiitive 

•  Evolving 

•  Crossroads 

•  Mercurial 

•  Overreaching 

•  Reinventing 

'I'lie  \vinnin}>  enlry  wms  “ivdciininj!;” 
.siihinitlcd  by  WcikU'II  iUMKulcUi. 
Wenddl  won  an  /'.’t^V^coCRr  innj;'. 


-Tornoe’s  Corner 


New  Vocabulary  for 
thellodernEra 


Meggings 

(noun):  leggings  for  men 


“But  when  it  comes  to  his 
personal  life,  Mickey  Rourke  isn’t 
afraid  to  get  in  touch  with  his 
personal  side,  as  he  proved  by 
wearing  skintight  ‘meggings,’ 
or  man  leggings,  while  out  in 
London  on  Tuesday. 

-  Sarah  Bull,  dailymail.co.uk,  June  25, 2013 
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>  Behind  the  Scenes 


Q&A:  Denver  Post  News  Director  Kevin  Daie 


Denver  Post  news 
director  Kevin  Dale, 
gives  a  behind-the- 
scenes  glimpse  into 
the  paper’s  hiring  of 
its  first  marijuana 
editor,  Ricardo 
Baca. 

E&P:  How  was  the  decision 
to  hire  a  marijuana  editor 
conceived? 

Dale:  The  legalization  of  retail  sales 
of  marijuana  is  a  historic  event  for 
Denver  and  the  countrj'.  We  wanted 
to  make  sure  that  we  had  expertise 
and  resources  devoted  to  the  subject 
as  we  would  with  any  major  develop¬ 
ment  in  our  region. 

Baca  previousiy  served  as  the 
Post’s  entertainment  editor 
and  music  critic.  Why  did  you 


decide  to  go  with  an  internai 
hire  and  what  were  the  quaiif  i- 
cations  during  your  search? 

We  were  adamant  that  the  editor 
have  a  foundation  in  journalism  as  we 
practice  it.  (Baca)  founded  and  nur¬ 
tured  our  independent  music  website, 
he  understands  the  community  and  he 
understands  our  values  and  standards. 

How  was  this  position  received 
by  other  newsroom  editors? 

As  smart.  We  were  covering  the 
lead  up  in  evety  section  of  the  paper. 
We  needed  coordination  and  someone 
who  would  oversee  the  new  website. 

What  was  the  editoriai  intent 
regarding  the  subject  mat¬ 
ter— strictiy  informative  or  aiso 
entertaining? 

Both.  We  believe  that’s  our 
strength:  we  can  provide  more  jour¬ 


{legal  briefs} 


Photographer  Wins 
$1.2  Million  Lawsuit 

Freelance  photojournalist 
Daniel  Morel  tA^as  av^rarded  $1,2 
million  from  Agence  France- 
Presse  and  Getty  Images  after 
a  federal  jury  found  the  media 
companies  had  tA^illfully  vio¬ 
lated  the  Copyright  Act  when 
they  used  photos  Morel  took 
in  his  native  Haiti  after  the 
2010  earthquake,  According  to 
Reuters,  an  editor  at  AFP  dis¬ 
covered  Morel's  photos  through 
another  Twitter  user's  account 
and  provided  them  to  Getty, 

The  photos  were  then  distrib¬ 
uted  to  Getty's  clients,  including 
several  television  networks  and 


the  Washington  Post  The  $1.2 
million  was  the  maximum  stat¬ 
utory  penalty  available  under 
the  Copyright  Act,  $everal  news 
outlets  that  published  Morel's 
images  previously  settled  with 
the  photographer  for  undisclosed 
amounts,  including  the  Washing¬ 
ton  Post  CBS,  ABC  and  CNN. 

Judge  Issues  Release 
of  Records  to  the 
Monterey  County 
Weekly 

The  Monterey  County  Weekly 
has  reported  a  judge  issued  a 
preliminary  decision  that  the 
alternative  weekly  newspaper 
located  in  $easide,  Calif,  can 


nalistic  firepower  on  all  aspects  of  the 
industry  than  anyone  in  our  region. 

How  has  this  new  initiative 
affected  advertising  and 
readership? 

It’s  too  soon  to  tell,  but  advertising 
is  being  aggressive  in  courting  new 
businesses.  Readership,  as  in  most 
areas,  is  mixed.  Some  think  we  write 
too  much  about  the  milestone;  some 
love  the  extra  coverage. 

Do  you  see  this  position 
expanding  to  other  medicai 
areas,  such  as  prescription 
drugs? 

Not  really.  We  have  been  covering 
medical  marijuana  since  it  was  passed 
in  2000.  We  have  a  fulltime  medical 
VTiter  who  covers  that  community 
and  has  generally  covered  stories 
around  prescription  drugs. 


t  \ 

obtain  documents  and  depo¬ 
sition  transcripts  in  the  case 
of  Father  Edward  Fitz-Henry, 
a  Catholic  priest  suspended 
amidst  allegations  he  molested 
a  teenage  parishioner  and  may 
have  abused  other  young  boys 
in  the  Monterey  Diocese  decades 
ago.  The  decision  came  after  the 
Weekly  filed  a  motion  to  inter¬ 
vene  in  a  civil  suit  brought  by 
the  most  recent  alleged  victim, 
a  man  now  in  his  early  20s  who 
claims  Fitz-Henry  assaulted  him 
multiple  times  starting  around 
2005,  The  Weekly  said  its  aim 
was  to  unseal  documents  filed  in 
the  case,  as  well  as  obtain  other 
evidence  such  as  the  deposition 
transcripts. 
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J-school  students  and  industry  vets 

tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to  i 
see  addressed,  please  send  it  to  i 

nu.yangCSeditorandpublisher.com.  ! 


Q  Recently,  several  interns  filed  lawsuits  against  media  companies 

^  citing  insufficient  pay  while  working  long  hours.  Even  though  most 
^  newsrooms  do  not  pay  for  internships,  should  the  experience  be 
enough  compensation  or  are  interns  being  exploited? 


A  When  Conde  Nast 
•  announced  the 
•  termination  of  its 
unpaid  internship  program 
after  two  former  interns  sued, 
other  Conde  Nast  interns 
came  forward  as  disappointed 
with  both  corporation  and 
plaintiff. 

But  could  this  significant 
move  by  a  major  player  lead  to 
good  new's  for  future  journalism 
graduates?  Could  an  elimina¬ 
tion  of  unpaid  internship  work 
lead  to  organizational  restruc¬ 
turing  and  open  more  paid  slots 
in  entrj'-level  positions? 

Without  much  protest, 
students  accept  unpaid  intern¬ 
ships  as  unavoidable.  They 
invest  money  to  earn  degree 
credit  through  these  opportunities,  and  in  return,  they  gain 
know'ledge  and  connections  valuable  to  their  future  careers. 

Yet  this  unpaid  sector  of  the  U.S.  workforce  raises  social 
and  economic  concerns.  All  this  free  work  seems  not  only 
to  skew  the  value  of  paid  employees— especially  at  the  entry 
level— but  it  also  puts  low'er-income  students  at  a  competi¬ 
tive  disadvantage.  Should  students  have  to  choose  between 
unpaid  professional  development  and  the  job  that  keeps 
them  afloat?  Sometimes  they  have  no  choice  but  to  keep 
the  lights  on. 

Some  students  even  spend  money  to  relocate  for  intern¬ 
ships,  considering  more  desirable  positions  are  generally 
stationed  in  the  most  expensive  cities  in  the  world.  But 
such  unrestricted  apprenticeship  isn’t  afforded  to  those 
without  third-party  support,  whether  it’s  through  inherited 
affluence  or  student  loans. 

To  pay  interns  would  improve  quality-of-life  expectations 
for  both  students  and  graduates  while  opening  the  pool  to 
all  hard-w'orking  candidates  nationwide,  regardless  of  their 
economic  status. 

I^et’s  hope— w'ith  great  optimism— that  Conde  Nast’s 
decision  is  a  step  toward  eliminating  unpaid  positions.  The 
industiy  and  economy  will  benefit. 


AAX\he.Revievo- 
•  Jou77za4weuse 
•  quite  a  few  interns 
throughout  the  year,  as  many  as 
eight  to  10,  usually  in  10-week 
stints.  They  tell  us  the  experience 
is  worth  a  lot  to  them.  It  must  be, 
as  we  receive  offers  from  some 
to  w'ork  for  free.  We  pay  them, 
however,  because  it  makes  sense. 

They  are  always  scrappy  and 
generally  very  capable.  We  look  at 
them  as  beginning  reporters  who 
have  bills  and  student  loans  to 
repay  and  who  need  to  start 
somewhere— just  like  the  rest  of 
us  once  did.  Why  wouldn’t  we  pay 
a  staffer  who  brings  value  to  the 
organization? 

I  suppose  if  interns  came  to 
us  with  no  skills  or  training,  if 
the  burden  of  teaching  them 
the  basics  fell  completely  on  us,  we  might  have  to  consider 
“free”  internships  at  least  until  they  could  handle  a  basic 
story.  We  have  not  found  that  to  be  the  case,  however. 

We’re  lucky  enough  to  be  near  several  universities  that 
have  excellent  journalism  programs.  Their  professors  work 
very  hard  to  produce  well-trained  beginning  reporters  who 
are  capable  of  asking  the  right  questions  and  vmting  basic 
stories.  Some  have  far  more  ability  than  others.  By  teaming 
them  up  with  experienced  reporters  and  editors,  who  coach 
them  very  quickly,  both  sides  benefit. 

A  number  of  R-Js  very  best  journalists  themselves  once 
worked  as  R-J  interns.  It’s  possible  in  the  future  we  may 
have  interns  from  time  to  time  who  are  not  paid  because 
they  are  receiving  college  credit  for  an  educational  experi¬ 
ence  and  they  impose  a  burden  on  the  newsroom  to  teach 
them  basic  skills. 

Nearly  all  interns  bring  with  them  the  expertise  and 
vigor  to  use  new  storytelling  tools  now  essential  for  all 
journalists  (Twdtter,  FaceBook,  Instagram,  video,  mobile). 
Not  surprisingly,  some  of  our  veterans  are  lacking  in  those 
areas  and  have  learned  a  few  things  from  the  interns.  We’re 
grateful  for  that. 


Lanie  Lee  Cook,  25 

University  of  Louisiana  at 
Lafayette 


Cook  earned  her  bachelor’s 
degree  in  print  journalism 
in  December  2013,  where  she 
served  as  social  media  editor 
for  its  student-run  newspaper, 
The  Vermilion.  She’s  currently 
reporting  on  government 
meetings  and  education  for 
NewsTalk  96.5  KPEL  in 
Lafayette. 


Michael  Hengel,  59 

editor,  Las  Vegas  Review- 
Journal 


Hengel  has  edited  the  Las 
Vegas  Rewew-Joumal  since 
2010.  Before  that,  he  edited  pa¬ 
pers  in  California  and  Arkan¬ 
sas  and  served  as  publisher  of 
dailies  in  Arkansas,  Michigan 
and  Oklahoma.  A  native  of  St. 
Louis,  Hengel  has  been  a  work¬ 
ing  journalist  since  graduat¬ 
ing  from  of  the  University  of 
Missouri  School  of  Journalism, 
in  1976. 
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Eversify 

An  innovative  Cloud-based  solution  for  the  creation  of  digital 
publications  for  tablets  and  other  mobile  devices.  Eversify 
automatically  gathers  your  existing  content,  formats  it  for  multiple 
devices,  lets  you  edit,  update  and  publish  -  all  while  maintaining  the 
look  and  feel  of  your  brand.  Best  of  all,  you  can  do  all  of  the  above 
with  minimal  investment. 

•  Absolute  Automation 

•  Flexible  Connectivity 

•  HTML  5  Technology 

•  Rich  Reader  Experience 

•  Increased  Ad  Revenue 

•  Cost  Effective 

•  Proven  Reliability 

NewsWay 

Completely  browser  based  fully  automated  workflow,  from  origination  to  press. 
Flexible  and  customizable. 

Press  Register 

Corrects  mechanical  mis-registration  and  paper  stretching  on  any  press  by 
adjusting  the  final  image  exposed  on  the  plate. 

OnCoior  SCO 

Reduce  ink  costs  substantially  while  maintaining  print  quality. 

^  T  Also  available  as  a  SaaS  solution. 


•  Automated  Production  Workflows  •  Ink  Optimization  •  Color  Management  •  Press  Registration  •  Tablet  &  Mobile  Solutions 


PROINyVGE 


New  Prolmage  America,  Inc. 

103  Carnegie  Center  -  Suite  300 
Princeton,  NJ  08540  USA 


Tei:  919-466-9348 

Emaii:  saies.us@new-proimage.com 

www.new-proimage.com 


Mobile  Technology 
and  the  Digital 
Newspaper  Audience 

Collcclcd  from  more  than  300  newspapers 


One  in  five 

of  digital  newspaper 
users,  or  21  percent, 

access  newspaper  media 
exclusively  on  mobile  devices. 


Smartphones  and  tablets  have  increased  the  overall  digital  audience  for 
newspaper  content  by  27  percent  in  June  2013. 

100  million  127  million 

people  accessing  newspaper  media  people  accessing  newspaper  media  on 
on  laptops  and  desktop  Smartphones  and  tablets 

SoziTce:  NewajjaperAssneiatixm  of  America  Sense  nmkci'  Report,  October  201S 


Newspaper  subscribers  vs.  Non-subscribers 

Based  on  a  random  sampling  of  1,134  IJ.S.  adults  in  Q1  2013 


Who  uses  smartphones? 


Subscribers 

Non- 

Subscribers 

All 

respondents 

18-34 

25% 

50% 

43% 

35-54 

36% 

38% 

38% 

55+ 

39% 

12% 

19% 

Who  uses  large  tablets? 

Non-  All 


Subscribers 

Subscribers  respondents 

18-34 

18% 

44% 

36% 

35-54 

39% 

38% 

38% 

55+ 

43% 

18% 

26% 

Source:  Donald  W.  Reynolds, hnirnalism  Institvte 
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Sotn'cc:  BIA/Kclscy  U.S. 
l.ocaJ  MedUi  Forccaxt 


$7  $20.7 

billion  billion 

Total  mobile  ad  spending 


$151.5 

billion 


Total  U.S.  local 
media  ad  revenues 


Mobile  Revenues  on 


Trend  in  Newspa 
Digital  Audience 


$132.9 

billion 

:Ti)  i/'! 


Location  targeted  mobile 
advertising  revenues  will 
account  for 

52% 

of  overall  U.S.  mobile  ad 
spending  in  2017. 


2013  2017 

$26.5  $44.5 

billion  billion 

Online/digital  advertising  revenues 


billion 


billion 


Location  targeted  mobile 
advertising  revenues 


PC  Only 


PC  +  Mobile 


Mobile  Only 


April  2013 

54% 

April  2013 

28% 

April  2013 

50% 

May  2013 

53% 

May  2013 

28% 

May  2013 

29% 

June  2013 

50% 

June  2013 

29% 

June  2013 

21% 

SmiTcc:  NeionpaperAHsociution  of  America  Seimonakcr  Report.,  October  201, 'i 
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By  Alan  D.  Mutter 

John  Wanamaker,  the  innovative  Phiiadei- 
phia  merchant  who  pioneered  the  modern 
department  store  in  the  Giided  Age,  was 
such  a  fan  of  newspapers  that  he  is  cred¬ 
ited  with  buying  the  first  fuii-page  ad. 

But  even  Wanamaker  knew  that  the  most  efficient  form 
of  advertising  available  in  the  1890s  wasn’t  terribly  efficient 
at  all.  “Half  the  money  I  spend  on  advertising  is  wasted,” 
he  is  famously  reported  to  have  said.  “The  trouble  is,  I  don’t 
know  which  half.” 

Nowadays,  Wanamaker  could  find  out,  wdth  considerable 
precision,  by  hiring  Applied  Predictive  Technologies  (APT), 
a  Virginia-based  company  that  mines  all  manner  of  data  to 
determine  not  only  the  optimum  ways  to  buy  advertising 
but  also  where  to  locate  bank  branches  and  which  under¬ 
performing  entrees  to  nix  fi'om  restaurant  menus. 

In  fact,  as  we  wll  see  in  a  moment,  a  modern-day  retailer 
did  hire  APT  to  scrutinize  the  efficacy  of  its  ad  expendi¬ 
tures.  While  publishers  won’t  be  thrilled  with  the  results, 
the  study  is  a  valuable  lesson  for  media  companies  in  the 
])0wer  of  Big  Data  to  either  support— or  subvert— their 
businesses.  First,  the  background: 

A  privately  held  company,  APT  received  a  hefty  $100 
million  in  equity  capital  last  year  from  Goldman  Sachs, 
making  it  one  of  the  biggest  players  in  the  world  of  predic¬ 
tive  analytics,  the  practice  of  sifting  mounds  of  Big  Data  for 
patterns  that  help  companies  make  money,  save  money  or, 
ideally,  do  both  at  the  same  time. 

With  customers  such  as  Walmart,  Lowe’s,  Office  Depot, 
PetSmart,  CVS,  Target,  Walgreen ’s  and  many  other  global 
merchants,  APT  asserts  that  it  captures  and  crunches  20 
percent  of  data  generated  in  the  “U.S.  retail  economy.”  It 
liounces  this  rich  transactional  data  against  eveiything 


APT  mines  data  to  determine 
optimum  ways  to  buy  advertising,  but 
local  media  companies  need  to  get  up 
to  speed 


fi-om  weather  records  to  Twitter  streams  to  help  companies 
“measure  the  profit  impact  of  pricing,  marketing,  merchan¬ 
dising,  operations  and  capital  initiatives.” 

Given  the  roughly  $14  billion  that  national  and  local 
brands  spend  annually  on  newspaper  advertising  in  the 
United  States,  it  was  only  a  matter  of  time  before  one  of 
them  asked  APT  to  answer  the  question  that  vexed  John 
Wanamaker:  ^Vhich  advertising  dollars  are  being  wasted? 

In  a  white  paper  published  at  its  website,  APT  reports 
that  it  ran  the  numbers  for  an  unidentified  national  “big- 
box”  retailer  with  a  $100  million  advertising  budget.  “On 
average,”  APT  stated,  “newspaper  advertising  did  not  pay 
back,”  unless  the  merchant  had  saturated  a  market  -with 
a  large  number  of  stores.  “In  markets  with  low  presence, 
the  cost  per  store  far  exceeded  the  incremental  marginal 
dollars  created  by  the  [ad]  circular,”  said  APT.  “Remov¬ 
ing  underperforming  markets  eliminated  an  additional  $5 
million  in  waste  from  the  marketing  budget,  while  having 
minimal  impact  on  revenue.” 

Because  that  “waste”  represents  publisher  revenues,  the 
problem  for  local  media  companies  is  obvious.  If  this  sort  of 
analysis  catches  on  widely- and  it’s  likely  that  it  will— then 
it  will  play  havoc  with  the  business  models  of  local  publish¬ 
ers  and  broadcasters.  Armed  with  better  data  than  ever 
about  the  efficiencj'  of  their  ads,  marketers  are  bound  to 
either  bargain  for  lower  rates  or  cut  spending.  Or,  both. 

The  consolation  for  local  media  companies  at  the 

Continued  on  page  27 
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We’re  Looking  for  the 
Future  Generation  of 
Newspaper  Leaders 


E&P 

EDITORWPUBLISHER. 


editorandpublisher.com 


- 

UNDER 


Editor  &  Publisher  wants  to  recognize 
the  next  generation  of  newspaper 
publishing  leaders,  and  we  need  your 
help.  We’re  talking  about  people  who  are 
young,  bright,  and  capable  of  tackling 
whatever  the  changing  newspaper  cli¬ 
mate  throws  at  them.  People  with  busi¬ 
ness  acumen  to  lead  through  trying 
times  and  vision  to  implement  bold,  new 
strategies  to  move  their  newspapers  for¬ 
ward. 

Please  help  us  by  nominating  a  news¬ 
paper  up-and-comer  (or  yourself)  for 
our  “Publishing  Leaders  —  25  Under  35” 
feature  article  that  will  appear  in  E&P's 
“ApriUssue. 

Nominations  are  open  to  men  and 
fomen  age  35  years  and  younger. 

iates  may  be  publishers,  editors, 
advertising  executives,  circulation  man¬ 
agers  or  other  newspaper  leaders.  Nomi¬ 
nees  must  own  or  work  for  a  print  or 
online  newspaper. 


Deadline:  Feb.  21,  2014 


Nominate  online:  editorandpublisher.com/25under35 


Continuedfi'om  page  24 
moment  is  that  only  the  largest 
merchants  have  the  sophistication, 
resources  and  motivation  to  employ 
sendees  like  APT.  But  this  technol¬ 
ogy'— like  all  technology'— ■will  get 
faster,  better,  cheaper  and  become 
widely  available  in  the  fullness  of 
time.  As  the  awareness  and  adop¬ 
tion  of  predictive  analy'tics  inewtably 
ramps  up,  local  media  w'ill  be  threat¬ 
ened. 

Companies  like  Google,  Apple, 
Facebook,  Amazon  and  dozens  of  oth¬ 
ers  are  investing  hea^'ily'  in  capturing 
as  much  data  as  they  can  from  mobile 
de^'ices,  digital  media  consumption, 
social  activities  and  online  purchases, 
'fhe  current  and  future  advertising, 
subscription  and  commerce  busi¬ 
nesses  being  pursued  by  the  tech 
powerhouses  depends  on  obtaining 


the  maximum  amount  of  actionable 
intelligence  fi’om  as  many  indraduals 
as  possible,  including  who  they  are, 
how  much  money  they  make,  where 
they  live,  who  they  know,  that  they 
are  reading,  where  they  are  going, 
what  they  have  bought,  which  \'ideos 
they  have  uploaded,  what  they  are 
shopping  for  and— most  precious  of 
all— how  to  generate  more  cash  by 
influencing  their  future  behavior. 

One  way  the  big  tech  companies  can 
capture  more  data  is  by  offering  cheap 
or  free  analy'tical  semces  to  the  Main 
Street  businesses  that  are  the  core  cli¬ 
entele  for  evety  local  media  company. 
The  businesses  get  cool,  new  market¬ 
ing  tools  and  the  techies  get  tons  of 
additional  data. 

Local  media  companies  can  defend 
against  this  threat— and  build  strong 
businesses  for  themselves  in  the 


future— by  getting  ahead  of  the  tech 
behemoths.  In  other  words,  they  need 
to  establish  themselves  as  sa'wy  digital 
marketing  Sherpas  before  the  Big 
Data  guys  get  there. 

Because  we  are  in  the  early  days  of 
Big  Data,  there  is  time  for  local  media 
companies  to  get  up  to  speed.  But  they 
have  little  time  to  lose.  ■ 

Alan  D.  Mutter  is 
a  former  news¬ 
paper  editor  and 
Silicon  Valley 
CEO  who  now 
serves  as  a  con¬ 
sultant  to  media 
and  technology  companies.  He 
blogs  at  Reflections  of  a  Newsosaur 
(iDwww.  newsosaur.  blogspot.com). 
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business  of  news 


The  Monday 
Morning  Quarterl 

If  I  could  go  back  and  do  it  over 
again,  here’s  what  I’d  do  as  an 
editor  and  publisher 


LCk 


By  Tim  Gallagher 


Sle?t  the  newspaper 
years 

rarely  a  goes  by 
when 

by  someone:  “Do  you  miss  the 
newspaper  business?” 

My  answer  never  wavers.  “I  miss  the  news. 

I  miss  the  people.  I  don’t  miss  the  business.” 

But  like  anyone  who’s  ever  had  a  failed  romance, 
or  a  failed  project,  I’ve  often  pondered,  “If  I  could  do  it 
over  again,  what  would  I  do  differently?”  Here  are  my 
answers  to  that: 

-I  I  would  spend  at  least  half  my  time  out  of  the  office 
I  and  in  my  community.  Like  many  editors  and  publish¬ 
ers,  I  think  I  was  caught  up  in  the  act  of  producing  the 
newspaper  wath  regular  meetings  and  routines  inside  the 
building.  As  my  work  today  has  taken  me  into  the  commu¬ 
nity,  I  have  discovered  so  much  that  we  did  not  report.  Or 
worse,  stories  we  reported  on  my  watch  that  were  shallow 
or  missed  the  point.  I  think  that  if  I  had  knowm  about  my 
community  what  I  now  know,  my  newspaper  would  have 
been  seen  as  one  that  really  knew  the  people,  and  not  just 
when  the  city  council  met. 

2  (Related)  I’d  get  “airline  flu”  almost  every  time  there 
was  a  corporate  meeting.  Especially  in  my  last  years 
in  the  business  when  I  worked  for  someone  who  loved 
such  meetings,  I  wasted  weeks  on  airlines  and  in  corporate 
meetings.  Most  of  these  meetings  involved  political  postur¬ 
ing  and  number  comparisons.  Rarely  did  any  good  journal¬ 
ism  come  from  them. 

3  1  would  hire  differently.  For  too  long,  we  have 
labored  under  the  impression  that  our  hires  need 
to  have  “x”  number  of  years  of  experience  and  a  degree 
in  journalism.  And  I  certainly  hired  good  people  who 
fit  those  criteria.  But  I  have  learned  that  so  many  good 
journalists  can  come  from  different  backgrounds,  work 
history^  experiences  and  college  degrees.  A  lot  of  people 
can  learn  how  to  write  for  newspapers.  But  you  can’t 
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teach  people  to  have  the  360-degree  views  of  a  his¬ 
tory  major;  the  questioning  of  a  philosophy  major;  the 
thoughtful  processes  of  an  engineer. 

4  I’d  be  far  more  transparent  about  how  we  do  things. 

We  demand  such  transparency  and  openness  from 
government  officials,  but  we  do  a  terrible  job  of  explaining 
our  news  gathering  and  decision  making  process.  We’d  use 
the  First  Amendment  as  a  bludgeon  to  demand  the  spend¬ 
ing  of  every  dime,  but  we’d  hide  behind  the  “We’re  a  private 
business”  excuse  when  it  came  to  our  own  financials.  I 
would  -write  more  columns  explaining  how  we  produce  a 
newspaper  and  how  we  profit  by  it. 

51  would  hold  more  stories  for  two  reasons.  First,  to  give 
the  reporters  enough  time  to  connect  the  dots.  Too 
many  news  stories  spotlight  but  don’t  illuminate.  This  does 
little  to  help  most  readers  and  actually  damages  your  credi¬ 
bility  with  very  smart  readers.  Second,  to  ensure  that  stories 
were  fair  and  gave  all  versions  of  a  story.  The  publishing 
decisions  I  regret  most  were  not  the  mistakes  we  made,  but 
the  stories  we  reported  that  were  shallow  or  one-sided. 

6  1  would  do  a  better  job  of  understanding  how  one 
story  can  so  dramatically  affect  many  lives.  I  have 
now  seen  some  clients’  lives  deeply  affected  by  a  story 
that  was  journalistically  defensible.  You  know  the  phras¬ 
es  we  trot  out  whenever  we  get  complaints.  They  are 
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convenient.  But  I  have  seen  stories 
that  affected  marriages,  relation¬ 
ships  between  parents  and  children. 
I’m  not  saying  I  would  never  print 
any  of  those,  but  I  would  do  a  more 
thorough  job  of  examining  their 
effects  on  people  and  shape  stories 
with  that  in  mind. 

7  There  would  be  many  different 
kinds  of  storytelling.  My  local 
paper  publishes  short  profiles  of  eaeh 
teenager  named  to  all-county  sports 
teams.  The  blurbs  tell  the  athlete’s  fa¬ 
vorite  food,  movie,  professional  athlete 
and  so  on.  I  read  them  all— even  for 
the  sports  I  don’t  like.  It’s  great  story¬ 
telling  that  doesn’t  involve  traditional 
narratives. 

8  Meet  readers  where  they  live. 

Having  sent  six  children  through 
school  I  can  tell  you  that  there  is  more 
truth  about  education  to  be  learned 


talking  to  the  parents  waiting  in  the 
parking  lot  to  pick  up  kids  than  there 
is  in  school  board  meetings.  In  the 
parking  lot,  you’d  learn  about  teacher 
effectiveness,  the  shocking  number  of 
videos  your  child  watches  during  elass 
time  while  leaders  say  there  aren’t 
enough  days  in  the  school  year.  My 
local  paper  is  making  a  valiant  effort 
to  improve  its  education  coverage  by 
mortng  off  meeting  coverage. 

9  1  would  not  woi’ty  at  all  about 
what  industiy  peers  thought 
about  what  I  was  doing  right  or 
wong.  My  instincts  aren’t  perfect, 
but  most  of  the  times  when  I  made 
an  unconventional  call  (and  suffered 
through  plenty  of  second-guessing), 
the  results  were  spectacular.  Wlien 
I  drew  in  my  horns  for  fear  of  criti¬ 
cism,  the  results  were  disappointingly 
standard. 


As  a  coda,  let  me  add  a  few  things  I 
did  right  that  I  wouldn’t  change;  make 
it  fun;  wander  around  the  newsroom; 
know  what  goes  on  in  every  depart¬ 
ment  in  the  building;  WTite  a  weekly 
column;  get  to  know  the  names  of 
the  spouses  and  kids  of  the  people 
I  worked  with;  take  chances;  and 
finally,  answer  my  own  phone. 


Tim  Gallagher  is 
president  of  The  20/20 
Network,  a  public 
relations  and  strategic 
communications firm. 
^  He  is  a  foimei- Piditzer 

Prize-winning  editor  and  publisher  at 
Ibe  Albuquerque  Tribune  and  the  Ven¬ 
tura  County  Stai'  newspapers.  Reach 
him  at  tini@the2020network.com. 
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Live-Tweeting 
vs.  Live-Biogging 

When  it  comes  to  news  coverage,  why  not  just  do  both? 


By  Rob  Tornoe 

With  the  2014 

Winter  Oiympics 
fast  approaching, 
many  newsrooms 
are  finaiizing  their  pians  to  cover 
the  games  with  their  specific 
readers  in  mind.  Maybe  you’re  a 
newspaper  in  a  smail  town  that 
has  a  locai  Olympian,  or  maybe 
you’re  a  niche  sports  site  devot¬ 
ed  to  covering  curling. 

Regai  dless,  mastering  live  event  cov¬ 
erage— now  becoming  a  norm  thanks  to 
the  technological  revolution  sweeping 
through  joumalism— is  an  increasingly 
impoitant  way  to  increase  engagement 
and  relevance  with  readers.  With  the 
explosion  of  TSritter,  many  reporters  are 
live  tweeting,  but  are  newsrooms  utiliz¬ 
ing  that  coverage  on  their  websites,  or 
abandoning  it  all  together? 

The  debate  between  live-tweeting 
and  live-blogging  (a  term  we  don’t 
hear  much  these  days)  has  been 
rekindled  recently  among  some 
media  obseivers  such  as  Northeast¬ 
ern  University  journalism  professor 
Dan  Kennedy.  The  question  seems 
to  make  sense.  Why  give  away  page 
views,  reporting  skill  and  ad  dollars  to 
'i\\itter,  when  you  could  easily  host  an 
old-fashioned  live-blog  on  your  ovsm 
^^'ebsite,  surrounded  by  ads? 

In  a  back  and  forth  that  took  place 
recently  between  editors,  reporters 
and  news  obsei-vers  (on  Twdtter,  of 
course)  Steve  Buttry,  the  Director  of 
Community  Engagement  for  Digital 
First  Media,  has  the  solution:  simply 
do  both. 


“These  days,  it  doesn’t  have  to  be  an 
either-or  proposition  for  newsrooms,’’ 
said  Buttry,  who  points  to  modern 
tools  such  as  real-time  engagement 
platform  ScribbleLive  to  capture 
Twitter  users  in  real-time  w'hile  curat¬ 
ing  content  on  a  media  company’s 
website.  This  enables  reporters  to 
return  to  live-blogging,  which  many 
think  puts  a  greater  emphasis  on  wTit- 
ing  and  narrative,  w'hile  still  pushing 
out  live  updates  on  Twtter,  Facebook 
and  other  social  platforms,  all  \vithout 
even  having  to  s\vitch  tabs. 

Digital  First  Media  used  Scribble- 
Live  to  prortde  live  coverage  of  last 
month’s  Golden  Globes,  taking  ad¬ 
vantage  of  the  program’s  flexibility  to 
easily  curate  photos,  video,  trivia  and 
facts  from  the  company’s  national  en¬ 
tertainment  staff.  They’re  not  the  only 
ones.  Reuters,  Boston.com,  ESPN,  and 


CNET  all  are  using  ScribbleLive’s  pro¬ 
gram  to  provide  live  coverage  of  events 
and  keeping  readers  engaged  on  their 
site,  while  not  abandoning  Twitter 
and  the  exposure  it  provides. 

“The  level  of  engagement  is  so  much 
deeper  among  readers  when  covering 
live  events  this  way,”  said  Buttry.  “It 
enables  us  to  use  Twdtter  as  a  way  of 
promoting  our  reporters  and  brand, 
while  at  the  same  time  capturing  that 
engagement— and  ad  dollars— on  our 
new'spaper  sites.” 

There  are  no  real  “best  practices” 
when  it  comes  to  live  event  coverage, 
since  events  as  diverse  as  a  football 
game  and  a  television  show  require 
much  different  types  of  coverage  and 
style.  However,  as  vrith  most  things, 
a  lot  can  be  learned  from  seeing  w'hat 
other  reporters  are  doing  and  finding 
success  wdth. 
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Travis  Souders,  a  spoils  reporter  for 
the  Chico  (Calif.)  Entei'piise-Record, 
won  a  DMFie  (an  award  Digital  Me¬ 
dia  First  gives  out  to  its  best  content) 
for  his  live  coverage  of  a  Butte  College 
football  game.  Since  the  college  has  no 
live  radio  coverage,  Souders  got  people 
to  “tune  in”  to  him  \vith  a  combination 
of  live  coverage  in  ScribbleLive  and  a 
iPad  app  called  iScore,  which  tracks 
eveiy  play  of  the  game  and  displays  it 
in  an  easy-to-consume  interface  for 
readers,  complete  with  animation. 

Teamed  up  with  Enterprise-Record 
photographer  J^oh  Halley,  who  adds 
photos  and  video  to  the  live  coverage, 
Souders  has  been  able  to  grow  traffic 
and  engagement  among  readers,  ac¬ 
cording  to  editor  David  Little. 

“Between  7,000  and  20,000  en¬ 
gagement  minutes  has  been  the  norm 
each  week,”  Little  said,  noting  the  live 


coverage  is  promoted  heavily  and  fea¬ 
tured  on  the  newspaper’s  homepage 
during  the  game.  “It  really  is  a  phe¬ 
nomenal  live  experience,  as  the  fans 
prove  every  week  by  coming  back.” 

Buttiy  suggests  that  reporters 
looking  to  “live-tweet”  their  local  high 
school  or  college  games  (which  he 
dubs  “Friday  Night  Tweets”)  follow  a 
couple  guidelines  to  help  the  flow  of 
their  coverage.  They  include: 

•  l\veet  the  final  score  and  scores  at 
the  end  of  each  period. 

•  Get  a  program,  if  one  is  available, 
so  you  can  be  sure  to  spell  names  cor¬ 
rectly.  If  not,  trj'  to  get  a  roster  fi’om 
each  team  in  advance  of  the  game. 

•  Use  the  hashtag.  And  if  you’re  cover¬ 
ing  something  other  than  the  dominant 
sport  of  the  season  (football,  in  fall), 
use  a  secondaiy  hashtag  identifying  the 
spoit,  such  as  ttvolleyball  or  ttxcountry. 


•  If  a  perfoiTner  really  stands  out,  tweet 
a  nomination  for  “Athlete  of  the  Week.” 

But  what  if  you’re  not  covering 
sports,  and  are  more  interested  in 
how  to  pull-off  live  event  coverage  of  a 
meeting  or  a  trial?  During  the  Whitey 
Bulger  trial,  CBS  Boston  reporter  Jim 
Ai’instrong  reported  in  front  of  the 
camera  during  breaks  in  the  trial.  But 
during  the  hearings  and  the  verdict, 
Armstrong  was  in  the  courtroom,  life- 
tweeting  everjthing  that  was  going  on. 

“In  federal  court,  where  cameras  are 
not  allowed,  'IV'itter  became  a  tremen¬ 
dously  valuable  way  for  me  to  explain 
what  was  happening,”  Ai’instrong  said, 
using  a  combination  of  his  notes  and 
tweets  to  wi'ite  his  subsequent  stories 
on  the  trial.  CBS  Boston  created  a 
Twitter  list  featuring  Armstrong  and 
fellow  reporter  Lana  Jones,  and  em¬ 
bedded  it  on  their  site  for  casual  read- 
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crs  to  follow.  They  also  showed  the 
tweets  on-air  dui’ing  breaking  news 
segments,  reinforcing  their  complete 
coverage  of  an  event  important  to 
many  of  their  wewers. 

Wlien  it  comes  to  live  coverage, 
some  reporters  fall  into  the  trap  of  es¬ 
sentially  transcribing  an  entire  event. 
Buttry  suggests  reporters  should  focus 
on  important  and  interesting  quotes, 
developments,  obsewations  and  crowd 
reactions,  all  while  not  losing  your 
objectiwty  and  perspective  in  the  i*ush 
to  cover  something  quickly. 

“Don’t  just  parrot  what  you  hear.  Be 
a  skeptical  journalist,”  Buttrj'  writes 
on  his  popular  blog.  “It’s  OK  to  pause 
the  live-tweeting  for  a  quick  conversa¬ 
tion  with  a  source  in  the  room  who 
may  be  able  to  verify,  or  to  do  some 
quick  online  research.” 

In  addition  to  ScribbleLive  (which 
is  poweiTul  but  pricey),  there  are  a 
number  of  platforms  available  for 
newsrooms  looking  to  maximize 
engagement  on  site  during  live  event 
coverage  while  simultaneously  taking 
advantage  of  their  social  media  reach 
in  the  community. 

CoveritLive  is  a  popular  choice 
among  newsrooms  looking  to  quickly 
get  information  out.  The  program  of¬ 
fers  a  host  of  solutions  for  newsrooms 
looking  to  embed  and  curate  infor¬ 
mation  about  live  events,  including 
mobile  support  and  a  customizable 
API.  The  program  also  offers  a  bety  of 
analytics  and  statistics  that  allow  edi¬ 
tors  to  quantify  their  live-event  efforts. 

Another  potential  solution  is 
Liveblog  Pro,  a  platform  developed 


Roh  Tornoe  is  a 
caitoonist  and 
repoHerfor  Editor 
&  Publisher,  and 
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robtornoe@gtnail. 


specifically  for  journalists  to  make  it 
“ridiculously  easy”  to  set  up  a  liveblog 
and  start  publishing.  The  program  is 
free  for  individuals,  vvdth  a  pay  service 
which  allows  multiple  users,  white¬ 
labeling  and  SEO-friendly  embeds,  so 


reporters  don’t  have  to  fumble  with 
code  to  post  links,  video  and  other 
multimedia  content. 

Whatever  platform  you  pick,  make 
sure  your  emphasis  is  on  knowing 
your  reader.  ■ 
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BY  TONI  MCQUILKEN 
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DIGITAL  PRINT 
PRODUCTION 
CONTINUES  TO  MOVE 
FORWARD 

The  shift  towards  shorter  runs  and  alternate 
technologies  is  a  boon  to  digital  presses 


Books 
TransPromo 
Newspapers/newsletters 
Catalogs 
Brochures 
Magazines 
Direct  Mail 


+21,1  bn  pages 

+9.6  bn  pages 
+9.3  bn  pages 

B 

*  +7.2  bn  pages 

+6.9  bn  pages 

+6.7  bn  pages 


Posters,  banners,  signage  i®^***“ 


+4.2  bn  pages 


Labels 
Inserts,  coupons 


+3.9  bn  pages 
'  -i-xi  +3.8  bn  pages 
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+5.2  bn  pages 


2017 


10  20  30  4C 

Billion  impressions  (A4) 


50 


I 

60 


>  InfoTrends  2012-2017  U.S.  and  Western  European  application  forecasts  for  the  produc¬ 
tion  digital  printing  market.  Note:  TransPromo  means  transactional  communications 
(invoices,  bills,  statements,  policies,  etc.)  embedded  with  relevant  targeted  advertising 
or  promotional  messages  called  “Onserts”  marketing. 


Digital  presses 
have  been 
around  for  years 
and  they  have  been 
steadily  improving  in  their 
quality  and  ability  to  produce 
longer  runs  profitably.  When 
“digital”  first  started  to  impact 
the  market,  it  was  focused 
almost  exclusively  on  short 
runs— for  any  job  that  needed 
more  than  about  1,000  copies, 
the  technology  simply  didn’t 
make  good  business  sense.  But 
that  margin  has  steadily  erod¬ 
ed  as  the  technology  hasn’t 
just  continued  to  improve,  but 
the  ideas  of  how  to  use  it  have 
adapted  as  well. 

Today,  while  many  newspapers  in 
tlie  United  States  are  still  printed 
using  the  traditional  offset  equip¬ 
ment,  international  printers  have 
started  to  flourish  with  alternate 
technologies.  It  is  a  much  less 
expensive  initial  investment  to  get 
started  with  a  digital  press,  and 
while  printed  newspapers  are  de¬ 


fending  their  territory  from  mobile 
technologies,  in  many  parts  of  the 
world,  print  is  still  the  main— if  not 
only— source  of  news.  And  where 
we  are  used  to  newspapers  runs  that 


top  the  100,000  mark  and  more,  in 
many  cases  the  run  lengths  of  inter¬ 
national  newspapers  are  quite  a  bit 
shorter;  even  in  the  U.S.,  as  pub¬ 
lishers  look  to  find  more  relevant 
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ways  to  re-capture  their  audiences,  run  lengths  are 
getting  shorter,  and  more  local  or  “versionized,”  versus 
the  one  edition  that  went  out  to  hundreds  of  thousands 
of  subscribers  from  all  over  the  country.  And  these  sce¬ 
narios  are  the  ones  in  which  digital  excels. 

In  the  InfoTi’ends  2012-2017  U.S.  and  Western  Eu¬ 
ropean  application  forecasts  for  the  production  digital 
printing  market  (see  graph),  newspapers  are  one  of  the 
top  predicted  growth  areas.  InfoTrends  sees  impres¬ 
sions  increasing  by  as  many  as  9-3  billion  pages  in  that 
time  frame.  Those  pages  are  not  necessarily  new,  they 
are  pages  that  are  shifting  from  one  technology  to  an¬ 
other. 

“The  top  10  fastest  growing  applications  are  domi¬ 
nated  by  publishing  and  promotional  applications,”  the 
company  said  in  a  statement.  “Compared  to  analogue 
volumes,  the  share  of  production  digital  printing  in 
most  publishing  and  promotional  applications  is  small, 
but  shorter  runs  and  on-demand  production  is  shifting 
volume  towards  production  digital  printing  methods.” 

For  newspapers  in  particular,  InfoTrends  noted,  “In 
Europe,  newspapers  have  a  high  gro^vth  potential  for 
production  digital  print,  more,  for  example,  than  in  the 
U.S.  Different  languages,  holiday  destinations  and  a 
multitude  of  newspapers  are  opening  opportunities  for 
digital  print.  We  also  expect  to  see  some  more  innova¬ 
tive  approaches  in  distributed  print,  localization  and 
readership  targeting  by  2017.  Still,  production  digital 
print  will  only  account  for  a  tiny  fraction  of  the  total 
newspaper  volume  by  2017.” 

That  belief  that  this  grovsdh  in  digital  print  produc¬ 
tion  of  newspapers— measured  in  the  billions  of  pages— 
is  only  still  a  small  fraction  of  newspaper  volume  is 
actually  a  good  sign  on  a  variety  of  levels.  First  of  all,  it 
is  a  forecast  that  predicts  newspapers,  in  the  traditional 
form,  remaining  a  very  strong  player  for  many  years  to 
come.  As  much  as  various  new  technologies  are  looking 
to  bleed  readers  from  the  newspaper  business  model, 
InfoTrends  doesn’t  see  them  imploding  the  market  any 
time  soon. 

Second,  this  means  there  is  a  massive  amount  of 
grov^dh  potential  still  out  there.  Intelligent  publishers 
and  printers  will  continue  to  be  creative  in  finding  ways 
to  produce  newspapers  more  cost  effectively,  but  also 
in  more  targeted  ways.  While  a  personalized  newspaper 
for  every  single  subscriber  might  not  be  on  the  immedi¬ 
ate  horizon,  ideas  that  push  boundaries  that  dramati¬ 
cally  are  still  in  their  infancy.  The  gro\\dh  and  potential 
of  these  new  print  technologies  mean  publishers  can 
explore  ever  more  creative  ways  to  bring  their  content 
to  the  masses. 
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k-  Some  60  representatives  from  Cortina  print  firms  from  aii  over  Europe  as  weii  as  supply  com¬ 
panies  met  for  the  9th  workshop  at  marks-3zet  in  MUlheim/Ruhr  (Germany). 

KBA  CORTINA  FINDS 
ADVOCATES  IN  ITS 
USER  BASE 


One  thing  to  keep  in  mind  is  that 
tlie  digital  print  technology  is  mov¬ 
ing  ahead  at  the  same  speed  mobile 
and  other  emerging  technologies 
are  advancing.  Unlike  with  an  offset 
press,  where  a  printer  could  make  an 
investment  and  continue  to  use  that 
same  machine  for  decades,  digital 
press  technology  has  a  much  shorter 
life  span.  It  \vill  still  work  of  course, 
but  to  take  advantage  of  the  latest  ad¬ 
vances  and  open  up  the  field  for  those 
innovative  applications,  printers  will 
need  to  get  themselves  on  a  more 
regular  upgrade  cycle  than  they  ever 
had  to  in  the  past. 

Smart  printers  are  constantly  go¬ 
ing  to  trade  shows  or  manufacturer 
events  to  keep  current  on  the  latest 
technologies,  and  are  constantly 
thinking  about  and  testing  how  they 
can  bring  those  innovations  into 
their  own  shops.  There  is  certainly 
a  balance  between  throwing  invest¬ 
ment  money  at  everything  that 
comes  along,  and  never  investing 
at  all.  Publishers  need  to  make  sure 
they  are  partnering  wdth  intelligent 
printers  that  take  the  time  to  keep 
themselves  educated.  Because  those 
printers  making  the  investments 
into  digital  technology,  and  who 
are  bringing  new,  fresh  ideas  to 
publishers,  are  the  ones  who  will  be 
your  true  partners  for  many  years  to 
come.  ■ 


At  the  end  of  November 
2013,  the  user  group 
for  waterless  KBA  Cor¬ 
tina  newspaper  press 
printers  met  for  the  ninth  time. 

The  workshop  took  place  inMiil- 
heim/Ruhr  (Germany)  at  the 


headquarters  of  host  company  marks- 
3zet.  The  company  is  a  sales  partner 
for  Toray  waterless  printing  plates, 
and  actively  works  on  improving  and 
developing  waterless  offset  print¬ 
ing  technology.  Additionally,  since 
2012,  marks-3zet  has  been  a  general 
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contractor  for  pre-press  solutions 
in  newspaper  houses.  There  were  15 
companies— and  thus  almost  all  cur¬ 
rent  Cortina  print  shops  -present  in 
Miilheim. 

Some  60  print  expeits  took  part  in 
the  meeting  as  a  raft  of  ink  and  paper 
manufacturers  sent  representatives  to 
Miilheim  to  participate,  sharing  expe¬ 
riences  from  the  pressroom  as  well  as 
to  answer  the  users’  various  questions. 
The  agenda  included  detailed  mate¬ 
rial  valuations  by  the  “paper  and  ink” 
workgroup  and  the  “error  analysis/ 
quality  management”  workgroup 
informed  the  participants  of  their 
results. 

I'he  KBA  Cortina  press  was  also 
center  stage  at  the  World  Publishing 
Expo,  held  last  fall,  also  in  Germany. 
MittMedia  Print  AB,  based  in  Swe¬ 
den,  gave  a  presentation  at  the  show 
detailing  the  benefits  of  the  press, 
and  how  they  are  using  it  to  upgrade 
their  business.  The  company  has  115 
employees  across  seven  plants,  and 
includes  18  different  newspaper  titles 
among  its  clientele.  They  installed  the 
Cortina  in  2009,  after  determining 
that  the  heatset  press  was  a  perfect 
fit  to  upgrade  an  older  machine  that 
needed  to  be  replaced.  The  press  went 
into  full  production  mode  in  2011. 

“We  have  in  the  past  two  years 
found  out  our  strengths  on  the  heatset 
market  \\ath  a  Cortina  press— the 
tabloid  format,  lead  times  and  low 
circulations  are  our  key  advantages,” 
said  Jan  Andersson,  CEO,  at  the  con¬ 
ference.  “We  intend  to  set  a  new  niche 
in  the  heatset  market,  we  call  it  ‘the 
new  tabloid’;  tabloid  products  printed 
in  heatset  with  longer  lifetimes.  The 
heatset  print  quality  in  a  Cortina  press 
cannot  be  achieved  in  a  conventional 
coldset  press  producing  heatset  in 
our  opinion.  We  have  full  flexibility 
betv'een  coldset  and  heatset,  and  we 
can,  due  to  this  flexibility,  handle  the 
ongoing  decline  of  circulation  of  news¬ 
papers  smoothly.”  -  TM 


ARE  YOUR  PRINTERS  SOCIAL? 

It  seems  that  social  media  is  the  buzz  of  most  of  the  world.  The  chances  are 
good  that  your  marketing  department  is  finding  new  and  innovative  ways 
to  connect  with  readers  through  various  social  media  platforms.  But  what 
about  your  printers? 

Social  media  tends  to  be  thought  of,  for  busi¬ 
nesses  at  least,  as  a  way  to  try  and  sell  prod¬ 
ucts  or  information  to  end  users.  But  it  can  and 
should  be  so  much  more.  Print  service  providers  are  starting  to  realize  the 
power  of  the  social  media  realm,  and  this  is  something  publishers  should 
not  only  be  aware  of,  but  take  advantage  of,  too. 

Linkedin,  in  particular,  is  a  great  place  to  find  your  printers.  It  is  growing  as  a 
place  where  your  printers  are  congregating  to  share  information  among  them¬ 
selves.  And,  it's  a  good  place  for  publishers  to  get  educated,  as  well 
There  are  multiple  Linkedin  groups  that  are  geared  toward  print  profes¬ 
sionals,  and  some  of  them  do  have  open  membership.  If  you  want  to  be 
more  aware  of  what  challenges  printers  are  facing,  or  if  you  want  some¬ 
where  you  can  go  to  ask  questions,  these  groups  are  a  great  place  to  start. 
Don't  think  of  it  as  marketing,  think  of  it  as  networking  on  a  much  wider 
scale  than  was  possible  in  the  past. 

Next  time  you  are  on  Linkedin,  do  a  search.  There  are  currently  537 
groups  dedicated  to  various  aspects  of  print  production,  with  21  of  those 
focusing  on  offset  print  technologies,  including  digital  offset. 

The  key  is  not  to  go  in  expecting  it  to  lead  to  immediate  returns.  Get¬ 
ting  to  know  not  only  your  own  printers,  but  the  print  community  better 
will  pay  off  long  term  as  you  become  more  knowledgeable  about  how  the 
various  processes  work,  and  how  each  one  affects  your  own  publications. 
You  vdll  be  able  to  make  better  decisions  about  what  potential  changes  to 
make  to  your  production,  how  the  costs  will  vary,  and  what  the  end  results 
will  be,  rather  than  having  to  rely  on  the  explanations  of  your  local  printer 
alone.  As  publishers  look  for  new  ways  to  reach  readers,  knovnng  the  print 
community  better  will  give  you  a  much  wider  range  of  not  only  ideas,  but 
ways  to  accomplish  them.  Social  media  is  the  best  tool  for  creating  the 
networks  you'll  need  tomorrow.  -  TM 
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PIA  ADDRESSES  FEDERAL  RESERVE,  PATENT  TROLLS 


The  Center  for  Print  Econom¬ 
ics  and  Market  Research  of 
Printing  Industries  of  America 
(PIA)  released  a  statement 
regarding  the  announcement  of  the 
Federal  Reserve  on  monetary  policy. 

The  Federal  Reserve  released  the  fol¬ 
lowing  statement:  ‘Information  received 
since  the  Federal  Open  Market  Com¬ 
mittee  met  in  October  indicates  that 
economic  activity  is  expanding  at  a 
moderate  pace.  Labor  market  condi¬ 
tions  have  shown  further  improvement; 
the  unemployment  rate  has  declined 
but  remains  elevated.  Household  spend¬ 
ing  and  business  fixed  investment 
advanced,  while  the  recovery  in  the 
housing  sector  slowed  somewhat  in 
recent  months.  Fiscal  policy  is  restrain¬ 
ing  economic  growth,  althougfi  the 


PRINTING 

INDUSTRIES 

OFAMERICA 


extent  of  restraint 
may  be  diminishing. 
■  i  ^  ^  Inflation  has  been 
p  running  below  the 

Committee’s  longer- 
run  objective,  but 
longer-term  infla¬ 
tion  expectations 
have  remained  stable.' 

In  its  statement,  PIA  noted,  "Based 
on  these  improved  fundamentals, 
the  Committee  believes  it  is  time  to 
begin  tapering  purchases  of  mort¬ 
gage  backed  securities  and  Treasury 
securities.  Going  forward  they  will 
purchase  $35  billion  of  mortgage 
backed  securities  each  month  instead 
of  $40  billion  and  $40  billion  of  Trea¬ 
sury  securities  instead  of  $45  billion. 
The  market's  initial  reaction  to  the 


news  was  extremely  positive  with  the 
DOW  increasing  292.71  or  1.84  percent 
on  December  18.  This  is  a  positive 
signal  to  businesses  that  the  Federal 
Reserve  is  becoming  more  confident 
that  the  economic  situation  in  the  U.S. 
is  becoming  more  stable.  We  have  not 
changed  our  forecast  for  economic 
growth  (2.3%  in  2014)  or  changes 
in  Printing  Industry  Shipments  (no 
growth  in  2014),  but  this  makes  us 
more  inclined  to  believe  that  there  is 
an  increased  likelihood  that  economic 
growth  may  exceed  2.3  percent  in  2014 
and  print  shipments  could  increase  by 
a  slight  margin,  less  than  1  percent." 

To  read  the  full  text  of  the  Federal 
Reserve  statement,  visit  http://www. 
federalreserve.gov/newsevents/ 
press/monetary/20131218a.htm.  ■ 
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campaigns  comes  down  to  audience  data 


ray  csnetchen  /\.  Reck 


AS  they  now  become  digital  publishers,  newspaper 

organizations  have  a  glut  of  audience  insight  into  what 
both  readers  want  and  advertisers  want  to  know. 

“Newspapers  ...  are  among  the  most  trusted  brands  for  providing  valuable  and  useful  content.  Fur¬ 
ther,  they  have  long-standing  relationships  with  huge  numbers  of  consumers,”  said  Peyton  Marcus, 
practice  executive  at  Digital  Media  Solutions,  Infinitive.  “But  they  must  learn  to  think  along  the  lines 
of  truly  digital  and  100  percent  audience  centricity  if  they  are  to  thrive  as  ad-driven  businesses.  That 
means  seeing  more  clearly  the  links  between  the  technology  they  use  to  run  the  business,  how  it  im¬ 
pacts  the  customer  [and]  audience  experience,  and  how  they  use  data  to  manage  their  businesses.” 

In  buying  or  selling  targeted  digital  advertising,  it’s  prudent  to  know  the  target— in  this  case,  the 
newspaper  publishers’  audiences,  and  among  them,  advertisers’  prospects.  Marketers  may  wish  to 
target  members  of  the  community  based  on  demographics  alone,  but  may  be  more  easily  compelled 
by  greater  insight  into  preferences,  interests,  geography,  chronology,  behaviors,  hot  buttons,  shop¬ 
ping  histories  and  other  information  afforded  by  digital  media. 


Audiencze  intel 
At  KPC  Media  Group,  Inc.,  mining  data  is 
becoming  increasingly  important  to  delivering 
good  content  and  targeted  advertising  across  a 
variety  of  media  and  platforms.  Data  comes  in 
from  a  variety  of  sources— digital  ad  and  native 
ad  performance  statistics,  geographic  and  demo¬ 
graphic  data,  behavioral  insight  from  the  Web 
and  e-publications,  and  third-party  measure¬ 
ments  from  social-media  properties. 

‘We  can  look  at  how  long  people  are  looking 
at  certain  things,  and  what  ty'pe  of  things  capture 
their  attention  for  a  longer  period  of  time.  I 
think  that  everybody  would  agree  that  it’s  not  re¬ 
ally  about  how  many  people  are  accessing  a  site, 
as  much  as  it’s  how  long  they’re  staying  on  the 


site,”  KPC  Media’s  chief  operating  officer  Terry 
Ward  said. 

This  is  good  data,  insightful  information  and 
valuable  intelligence. 

“Newspapers  have  been  erecting  registra¬ 
tion  gateways  and  paywalls,”  noted  Marcus. 
“They  have  been  collecting  precious  marketing 
data  on  their  users’  demographic,  geographic 
and  potentially  psj'chographic  data.  “Since  in 
exchange  for  the  information  provided  users  are 
often  incentivized  with  more  relevant  content, 
the  data  is  tj^ically  clean  and  relatively  current. 
In  addition,  more  modern  publishers  are  able  to 
combine  this  rich,  explicitly  collected  data  with 
implied  or  behavior-based  data— like  articles 
read,  sections  frequented— and  externally 
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purchased  data  to  highlight  the  niche  audiences 
amongst  their  users,  which  their  advertisers  are 
so  desperately  tiying  to  reach.” 

Clark  Gilbert,  president  and  chief  executive 
officer  of  Salt  Lake  City-based  The  Deseret  News 


“The  biggen  youn  tzlassipied  secibion  ie, 
the  mone  cihancies  to  netanget  that 
audience  into  youn  news  site.” 

said  that  behavioral  targeting  has  proven  par¬ 
ticularly  effective. 

“Google  has  such  a  powerful  model  because  it 
can  take  revealed  behaviors  through  search,  and 
target  someone  through  that,”  Gilbert  explained. 
“Someone  may  be  looking  for  a  mortgage.  So 
why  would  a  lender  want  to  spend  money  to 


target  anyone  other  than  people  who  are  looking 
for  mortgages?” 

In  addition  to  acquiring  third-party  data— 
about  which  Gilbert  said,  “Everyone  can  do  that; 
everyone  should  do  that”— L)esere^  also  relies  on 
behavioral  intelligence  for  audiences  accessing  a 
range  of  its  publications  and  properties,  includ¬ 
ing  a  long  roster  of  social-media  communities. 

“We’ve  also  built  a  classified  model,”  Gilbert 
noted.  “When  someone  searches  for  a  car  or  a 
home  or  a  restaurant— you  could  go  on  and  on— 
they’ve  now  revealed  behavior  to  us,  and  we  use 
that  to  retarget  throughout  our  site. 

“The  bigger  your  classified  section  is,  the  more 
chances  to  retarget  that  audience  into  your  news 
site,”  Gilbert  continued.  “News  isn’t  very  tar¬ 
geted.  A  fire  in  the  neighborhood  or  a  stoiy  about 
the  State  Capitol?  Well,  how  do  you  target  that? 
But  if  I  have  first-party  data  from  my  site  about 
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One  “transformative”  strategy  at  The  Deseret 
News  has  been  the  rethinking  of  what  it  means  to 
sell  advertising,  versus  what  it  means  to  service 
advertising  clients. 

‘We’ve  divided  our  business  between  our  sales 
team— account  sellers,  account  executives,  people 
who  sell— and  account  managers,  the  people  who  run 
campaigns  for  clients,”  said  GilberL  “The  sales  team  is 
those  people  who  know  how  to  build  relationships,  to 
write  contracts,  and  dose  accounts,  but  the  campaign 
managers  know  all  about  targeting,  retargeting, 
biund  strategy,  call-to-action  and  data.  They  run  data 
reports  for  clients,  but  more  than  just  reporting  on 
how  campaigns  are  performing  based  on  data,  they’re 
able  to  suggest  ways  that  advertisers  can  create  and 
adapt  their  campaigns  based  on  performance  and 
our  behavioral  data. . . .  We’ve  become  almost  like  an 
agency  to  these  clients.” 

Gilbert  also  said  that  campaign  managers  will  be 
increasingly  in  demand,  as  advertisers  leverage  the 
publisher’s  native-ad/sponsored-content  expertise. 

“For  their  part,  marketers  and  advertis¬ 
ers  must  recognize  that  publishers  are  hugely 
conscious  of  their  reputations  for  impartiality 
and  the  quality  of  the  content  they  provide,” 
said  Marcus.  “So  a  little  more  deliberation  and 
planning  may  be  necessary,  especially  relative  to 
programmatic  and  sponsored  or  native  ads.” 

“Certain  local  advertisers  may  still  need  help 


transitioning  to  a  digital  buy,”  Marcus  advised. 
“They  don’t  have  agencies  to  help  them  through 
the  planning,  creative,  optimizing  or  measuring 
processes.  Although  there  are  emerging  technol¬ 
ogies  that  help  automate  this  through  program¬ 
matic  channels.  Regional  newspapers  that  offer 
agency-like  support  services  may  find  less  barri¬ 
ers  to  converting  paper  dollars  to  digital.” 

The  publishers’  new  role  isn’t  just  to  deliver 
audiences  and  eyeballs  to  their  advertising 
partners,  but  to  gather  data,  distill  it  down  to 
something  meaningful,  insightful  and  then  to 
counsel  advertisers  on  how  best  to  leverage  that 
information.  It’s  a  far  more  consultative  sales 


process  and  that’s  become  immediately  evident 
to  publishers  in  this  space. 

KPC  Media,  for  example,  launched  a  new  divi¬ 
sion  in  2013— Keyflow  Creative— for  managing 
these  new  relationships  vrith  advertisers,  serving 
up  marketing  and  creative  support  that  they  may 
need.  The  firm  mostly  helps  small  and  mid-sized 
businesses  make  sense  of  data  supplied  by  the 
publisher,  or  data  they’ve  acquired  on  their  own, 
and  creates  digital  campaigns  based  on  that 
actionable  intelligence. 

The  years  spent  learning  about  user  behaviors 
and  preferences  for  editorial  content  have  been 
well  spent,  and  what  they’ve  learned  at  KPC 
Media  now  carries  over  to  advertising. 

‘We’ve  hired  some  filmmakers  who  create  mini 


documentaries  about  businesses  or  people,”  Ward 
explained.  ‘What  we’d  learned  was  that  the  sweet 
spot  for  video  is  between  three  and  five  minutes. 
That’s  the  time  it  takes  to  really  engage  and  capture 


people  who  are  looking  for  a  new  car,  I  can  now 
retarget  them  around  the  site  to  content  that 
would  otherwise  not  be  as  valuable.” 


czneative  czonsidenatiians 


»we  make  donatzions  locally,  we 
stzill  do  a  lot:  witih  local  communi- 
tiies.  And  we* ve  been  adding  stzapp 
nathen  than  Reducing  stzapp.  And 
all  op  tzhose  tzhings,  youn  nole  in 
iihe  community,  peed  thatz  tnust 
level.” 


an  audience.  So  we  use  that  knowledge  now—  Doctor  in  a  2013  Nieman  Journalism  Lab  article, 

something  we’ve  learned  from  the  editorial  side—  “Tlie  Newsonomics  of  Little  Data,  Data  Scien- 

and  we’re  sharing  it  with  advertisers  who  may  want  tists,  and  Conversion  Specialists.” 
to  create  an  engaging  video,  too.”  “Unlike  metropolitan  newspapers,  community 

properties  have  the  possibility  of  continuing  to 
□at  a  and  oist  nust  provide  advertising  customers  \vith  both  a  cost- 

Naturally,  the  publishing  companies  making  efficient  and  effective  mass-audience  approach  and 

the  most  waves  for  data-driven  innovation  are  targeted  advertising  to  very  precise  categories  of 
large  news  organizations,  those  with  the  resourc-  prospects  within  a  geogi’aphic  area,”  said  Mi¬ 
es  to  reinvent  and  the  forethought  to  monitor  chael  Bush,  president  and  CEO  of  Civitas  Media, 

marketing  in  and  outside  of  publishing.  LLC.  “Given  the  small  group  of  targeted  numbers 

“It’s  the  biggest  companies  that  are  making  the  involved,  a  great  challenge  will  be  to  develop  a 
biggest  investment  in  analjffics;  the  gulf  between  pricing  strategy  that  makes  sense  to  both  the  media 

the  national/global  and  local  yawms  wider  in  the  company  and  its  potential  clients, 
digital  age.  The  Financial  Times,  long  a  leader  in  “As  \vith  any  advertising  medium,  commu- 
analytics,  is  making  new  pushes,  and  Schibsted,  nity  publications  must  be  able  to  demonstrate 
arguably  the  most  digitally  advanced  big  news  to  advertisers  that  the  dollars  spent  wth  them 
company  in  the  world,  is  investing  substantially  provide  a  quantifiable  ROI,”  Bush  added.  “Every 
in  customer  intelligence,”  said  media  analyst  Ken  advertiser  has  a  different  way  of  measuring  the  R 
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portion  of  ROI.  So  the  most  important  thing  that 
community  publishers  can  do  is  to  continue  to 
demonstrate  that  they  ensure  they  have  the  best 
and  most  comprehensive  data  about  their  mar¬ 
kets,  and  that  they  continue  to  build  and  develop 
programs  that  leverage  that  data.” 

But  when  the  trust  between  publisher  and 
audience  is  breached— or  has  the  perception  of 
breach— the  results  can  be  detrimental  to  the 
brand  and  the  bottom  line.  Take  Facebook  as 
an  example.  Fresh  in  the  New  Year  came  a  BBC 
News  report  that  tw^o  disgruntled  Facebook  users 
had  filed  a  class-action  lawsuit  based  on  distrust 
and  data  (“Facebook  sued  over  alleged  private 
message  scanning,”  Jan.  2,  2014). 

The  lawsuit  alleges  that  Facebook  misled 
users  of  its  private-message  and  email  features, 
who  presume  that  they  are,  in  fact,  private. 
Meanwhile,  the  plaintiffs  allege  that  Facebook  is 
‘intercepting’  these  messages  for  the  purpose  of 


user  data  mining— which,  if  packaged,  can  be  lu¬ 
crative  information  for  third  parties  such  as  data 
aggregators,  advertisers  and  marketers,  accord¬ 
ing  to  the  BBC  News  article.  The  BBC  and  others 
reported  that  Facebook  dismissed  the  allegations 
as  being  “without  merit.” 

The  Huffington  Post’s  Alexis  Kleinman  wrote 
about  the  legal  battle  and  noted  just  how  big  the 
targeted-digital-advertising  slice  is  to  Facebook’s 
fiscal  pie:  “In  2011,  the  company  made  $2.7 
billion  in  targeted  ad  sales,  according  to  the  law¬ 
suit,”  Kleinman  reported. 

Time  will  tell  as  to  the  suit’s  teeth  and  the 
public’s  opinion  about  the  brand  in  light  of  it. 
But  newspapers  aren’t  nearly  as  flippant  about 
brand  image.  In  the  business  of  news,  integrity 
and  trust  is  everything,  after  all. 

‘You  have  to  guard  and  protect  your  user,  their 
information,  and  the  types  of  ads  you  serve  to 
them,  with  absolute  rigor,  or  else  you’ll  lose  the 
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trast  of  your  readers  and  advertisers,”  said  Gilbert. 

“I  think  you  can  maintain  trust  while  increas¬ 
ing  targeting  and  data  collection,  as  long  as  you 
are  a  steward  over  that  data.” 

“Regional  newspapers  have  a  particular 
advantage  on  converting  advertisers  to  digital 
platforms,  if  executed  well,”  said  Marcus.  “They 
have  trusted  brands  in  certain  markets— in  some 
cases  for  more  than  50  years. ...  Their  relation¬ 
ship  with  users  is  long  standing.  They  may  have 
covered  their  high  school  sports,  helped  their  us¬ 
ers  sell  their  car,  find  their  job,  announced  their 
wedding,  and  now,  advertise  their  business. 

“There  are  few  publications  that  can  olfer  such 
an  intimate  history  as  a  baseline  for  their  advertis¬ 
ers.  If  the  newspaper  can  follow  through  on  suc¬ 
cessful  and  measurable  mai’keting  campaigns,  it  is 
a  relationship  that  will  be  tough  to  compete  with.” 

Could  data  gathering  compromise  the  rela¬ 
tionship  newspapers  have  with  their  loyal  read- 


«when  yau’ne  In  a  small  manket,  on 
have  a  local  pamlly-owned  papen,  pon 
example,  i  think  the  tnust  tends  to 
be  a  little  bit  stnongen.*’ 

ers?  It’s  possible.  Ward  acknowledged,  but  that’s 
where  brand  integrity  becomes  so  important. 

“When  you’re  in  a  small  market,  or  have  a 
local  family-owned  paper,  for  example,  I  think 
the  trust  tends  to  be  a  little  bit  stronger,”  he  said. 

“We  make  donations  locally.  We  still  do  a  lot 
with  local  communities.  And  we’ve  been  adding 
staff  ratber  than  reducing  staff.  And  all  of  those 
things,  your  role  in  the  community,  feed  that 
trust  level. 

“Wlien  we’ve  collected  data,  we’ve  established 
ourselves  as  good  stewards  of  our  community. 

Knowing  that  we’ll  use  that  data  responsibly 
makes  a  big  difference.”  ■ 
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ast  year,  millionaires  JelT Bezos  and  John  1  lenrv  pnr- 
ehased  the  ]Vashinii;lon  Post  and  the  Bosfon  (ilohc. 
respeetively;  the^S^///  Fnnicisco  Chronicle  ixm]  Dallas 
Morn i ni]; Ncics  ho\h  dismantled  their  paywalls;  and  the  rise 
of  mobile  continued.  If  2013  is  any  indication  on  how  the 
new  year  will  go,  expect  a  lot  of  surprises,  many  more  lessons 
learned,  and  innovations  that  ^^•ill  keep  the  indnstiy  on  its  toes. 
Perhaps  the  ones  practicing  their  pirouettes  this  veiy  moment 
are  the  publishers— the  men  and  women  tasked  with  miming 
their  newspapers  with  smaller  newsrooms  and  leaner  budgets. 
E&P  asked  some  of  these  publishers  what  2013  taught  them 
and  what  they’re  working  on  for  2014. 


Denver  Post 


The  Denver  Post  recently  made 
headlines  with  the  hiring  of  its 
first  marijuana  editor  and  the 
launch  of  its  thecannabist.co 
website.  According  to  publisher 
Mac  Tully,  this  move  is  just 
one  of  the  many  ways  the  Post 
intends  to  create  unique  local 
content  in  2014. 


Looking  hack,  'I'lilly  said  201.'5  saw  a 
strong  trend  of  the  paper's  digital  au¬ 
dience  sliifting  to  inohile.  "Three  years 
ag(),  online  traffic  was  monitored  hy  the  desktop.  Now,  40  perc-ent  of 
our  audience  is  on  inohile.  We’re  seeing  a  high  gro\\4h  with  mohile 
and  a  decline  in  de.sktop.” 

'fully  .said  la.st  year  was  al.so  the  .start  of  operating  on  a  “inohile-first 
mentality.”  At  the  Post,  the  transition  includes  connecting  with  audi¬ 
ences  on  handheld  devices  and  olfei  ing  a  responsive  wehsite  design  to 
readers. 

“It’s  about  putting  our  print  product  on  multiple  platforms,”  he 
said. 

According  to  'fully,  it  has  heen  a  challenge  to  get  out  of  a  single 
jJatform  mindset,  hut  hy  offering  different  hundle  .solutions,  he  hope's 
to  .see  readers  and  acK  erli.sers  moving  away  from  the  single  ]Jatform 
and  toward  a  multiple  jiackage. 
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Instead  of  how  many 
copies  we  print,  it’s 
about  how  many  we 
can  serve.” 


In  addition,  Digital  First  Media,  the  Post's  parent  company,  announced  in 
November  that  all  but  one  of  its  75  daily  nev^spapers  would  implement  an  all- 
ciccess  subscription  model.  The  Post  rolled  out  its  metered  paywall  Dec.  2. 
i  In  2014,  Tully  said  the  focus  \vill  continue  to  offer  multiple  platforms 

^  and  bundles,  in  particular,  identifying  category  solutions  to  advertisers. 

For  Tully,  it  all  boils  dovm  to  content.  “We’re  a  content  company  with 
^  brand  value,”  he  said,  emphasizing  the  Post’s  four  consecutive  Pulitzer 
Prizes  over  the  past  four  years. 

Tully  is  optimistic  as  he  enters  the  new  year,  saying,  “I  feel  the  economy  is  getting 
better.  As  the  economy  improves,  advertisers  will  spend  more  money  ^with  us.”  Tully 
also  sees  the  Post  reaching  more  readers.  “Instead  of  how  many  copies  we  print,  it’s 
about  how  many  we  can  serve.  We’re  not  just  at  the  print  level  anymore.” 

■  My  wish  list  for  2014:  move  to  mobile-first;  rebrand  ourselves from 
a  paper  company  to  a  media  company;  pull  off  our  strategies  and  be 
successful. 


®  Kevin  Olson  Jackson  Hole  (Wy.)  News  ^  Guide 


For  a  smaller  market,  Jackson  Hole  News  ^  Guide  pub¬ 
lisher  Ke\dn  Olson  considers  the  launch  of  his  paper’s 
metered  paywall  in  November  one  of  his  accomplish¬ 
ments  in  2013.  Since  the  launch,  Olson  said  there  have 
been  “tweaks”  made  in  order  to  “refine  it  for  advertisers 
and  subscribers.”  The  paper  also  revealed  a  new  and  ex¬ 
panded  website  in  November  vvdth  all  the  content  of  the 
weekly  News  &  Guide  and  the  Jackson  Hole  Daily. 


Last  year  also  saw  a  change  of  ownership  as  Olson,  then-chief  operat- 
^  ing  officer,  purchased  the  company  from  owner  Michael  Sellett,  who 

had  been  at  the  helm  for  nearly  40  years.  Olson  said  helping  with  the 
transition  was  the  “staff  continuity  from  one  owner  to  the  next.” 

In  2013,  Olson  said  he  saw  growth  in  local  advertising,  especially  with  retail  display  and  classifieds. 
Looking  forward,  he  wants  to  study  how  digital  advertising  works  in  markets  his  size  and  the  best 
way  to  compliment  local  businesses  with  a  strong  print  and  digital  presence. 

Tills  year,  he  also  plans  to  invest  in  staffing  by  adding  key  positions  in  the  newsroom  and  advertis¬ 
ing  departments. 

When  he  looks  at  the  industry’s  future,  Olson  said  he  is  excited  to  see  it  become  “agile”  again. 
“We’re  not  stuck  in  our  ways... the  hunkering  down  phase  is  over.  We’re  emerging  with  a  new  outlook 
and  considering  things  we  hadn’t  considered  in  the  past.” 

Olson  remains  confident  in  community  papers.  In  this  upcoming  year,  his  daily  paper  will  cel- 
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ebrate  35  years.  The  paper  wall  also  be  gearing  up 
for  an  election  year  full  of  local  and  state  races. 

“We’re  a  small  shop,  but  we  have  a  lot  going  on 
for  2014,”  Olson  said. 

■  My  wish  list  for  2014:  grow  our  paid 
subscriptions,  so  we  don't  have  to  rely  on 
single-copy  sales. 


®  P.J.  Browning  (Charleston  S.C.)J®osfawrfCoMricr 


"We’re  training  our 
newspaper  teann 
to  not  be  afraid  of 
the  ‘big  ask’  when 
it  comes  to  selling 
digital.’’ 

P.J.  Browning,  Post  and  Courier 


When  asked  what  2013  looked  like  for  Charleston 
Post  and  Courier  publisher  P.J.  Brov^aiing,  she  shared 
a  quote  from  former  British  Prime  Minister  Winston 
Churchill,  “It  is  not  enough  that  we  do  our  best;  some¬ 
times  we  must  do  what  is  required.”  Browning  said  for 
publishers,  that  requirement  meant  change. 

“Last  year  was  a  turning  year  in  the  industry,”  she  said.  “I  feel 
that  things  got  better  because  we’re  not  rooted  in  the  old  anymore. 
2013  proved  to  be  successful  in  new  technology  and  Mth  innovative 
ways  we’re  using  the  internet.” 

As  publisher,  Bro^vning  said  she  made  it  a  priority  to  allocate 
resources  to  prowde  digital  training  to  both  her  newsroom  and  her 
sales  representatives.  “In  the  last  few  years,  budgets  have  cut  training,  but  in  2013,  we  made  a  seri¬ 
ous  investment  Mth  training  our  people.” 

One  of  her  biggest  challenges  last  year  was  the  budget.  “We  continue  to  look  at  each  quarter,”  she 
said.  “We  were  brave  enough  to  spend  money  on  training  and  we  feel  the  investment  will  pay  off.” 

Digital  was  a  key  revenue  strategy'  for  Browming  in  2013.  “I  think  it’s  important  the  staff  under¬ 
stand  its  value.  We’re  training  our  newspaper  team  to  not  be  afraid  of  the  ‘big  ask’  when  it  comes  to 
selling  digital.  We’re  feeding  the  online  side  of  the  business.” 

To  meet  the  needs  of  her  traditional  and  non-traditional  advertisers.  Browning  has  also  hired 
digital-only  sales  representatives.  “Even  though  we  have  smart  print  sales  reps  making  digital  buys, 
we  have  to  ask,  ‘What  is  a  good  digital  buy?’  and  ‘Ai’e  we  asking  the  right  questions?”’ 

In  2014,  Browning  said  she  is  looking  at  gro^vth.  She  plans  to  add  two  political  reporters,  expand 
the  paper’s  Food  section,  and  tie  in  more  categories,  such  as  home  improvement,  to  advertising 
and  editorial.  On  the  production  side.  Browning  also  sees  adding  new  revenue  streams  as  the  paper 
opens  up  its  presses  to  commercial  printing.  The  paper  Mil  also  launch  a  new  iPad  app  for  readers 
this  year. 

■  My  wish  list  for  2014:  make  our  budget;  create  market-share  growth  with  our  advertis¬ 
ers;  grow  our  online  and  print  readership. 
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®  Aaron  Kushner  Orange  County  (Santa  Ana,  Calif.)  Register 


>2  1  E&P 


Since  purchasing  Freedom  Communications,  parent 
company  of  the  Orange  County  Register  in  2012,  publish¬ 
er  Aaron  Kushner  and  his  team  have  aggi’essively  added 
to  their  print  products,  hiring  hundreds  in  the  newsroom 
and  putting  more  page  numbers  in  their  newspapers. 


Last  year,  Kushner  implemented  a  paywall  at  the  Register’s  web¬ 
site,  purchased  the  Riverside  (Calif.)  Press-Enterprise  from  A.H.  Belo 
Corp.,  opened  the  Long  Beach  (Calif)  Register  and  announced  plans 
to  launch  the  Los  Angeles  Register. 

“We’ve  made  very  nice  progress  to  improve  our  products,”  Kushner 
said.  ‘We’re  getting  traction  from  subscribers  and  local  advertisers  to 
take  advantage  of  our  strong  print  product.” 

Reflecting  on  2013,  Kushner  said  one  of  his  biggest  challenges  was  on  the  national  advertising  side. 
For  large  national  advertisers,  Kushner  said  he  wanted  them  to  support  the  printed  newspaper  more. 
“If  they  continue  the  grind  of  giving  less  support  to  newspapers,  in  10  years,  they  will  see  how  cost- 
effective  newspapers  are  to  consumers  and  regret  the  grind  dov^m.” 

In  2013,  Kushner  said  he  saw  improved  results  with  local  advertising  dollars  and  subscriber 
revenue.  “We’re  behind  a  healthy  paj^'all,  resulting,  in  solid  digital  revenue,”  he  said.  “A  part  of  our 
strategy  in  2014  is  to  continue  these  upgrades.” 

With  the  addition  of  the  Long  Beach  and  Riverside  papers  and  the  planned  expansion  into  Los 
Angeles,  Kushner  sees  editorial  and  advertising  covering  more  geographical  ground.  “We  had  a  solid 
year  in  Orange  County  and  we  wall  continue  to  deliver  much  value  to  the  area,  and  add  to  our  River¬ 
side  and  Los  Angeles  products,”  he  said.  “Both  teams  wall  have  their  plates  full  in  2014.” 

■  My  wish  list  for  2014:  continue  revenue  growth;  work  on  our  cost  structure. 
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Jim  Porter  Canton  (Ohio)  Repository 


Last  year’  was  all  about  unity  for  Canton  Repositoi'y  pub¬ 
lisher  Jim  Poiter,  stating  he  saw  the  start  of  newspapers 
“synching”  together.  In  October,  the  Repositoiy  and  the 
Akron  (Ohio)  Beawn  Jouriud  reached  an  agreement  for  the 
Repository  to  print  the  Beacon  Journal. 

“We  once  viewed  the  Beacon  Jour¬ 
nal  as  our  competitor,  but  we  now 
realize  we  need  each  other  to  survive 
and  to  thrive,”  Porter  said.  “I  only  see 
more  collaboration  in  the  future.” 

One  of  his  challenges  last  year 
was  ensuring  his  advertising  staff  and 
multimedia  executives  believed  in 
selling  their  product. 

“They  need  to  really  understand 
the  power  of  the  paper  especially  the 
reach  and  the  position  it  has,”  Porter 
said.  “It’s  about  ovraing  the  paper’s 
brand  when  they  go  out  there  in  order  to  make  local  business  grow.” 

Tlie  Repository  set  its  paj'wall  in  2011  wfth  some  adjustments  made 
in  2012.  Last  year,  tlie  paper  continued  to  experiment  witli  new  revenue 
.stiutegies  when  Poiter  became  publisher.  After  recehing  several  phone  calls 
fi’om  businesses  wanting  a  story  in  the  paper.  Porter  took  their  requests  and 
ci-eated  an  initiative  called  Stai'k  100,  where  100  local  businesses  in  Stark 
County,  Ohio  could  pro^dde  their  own  copy  to  be  published  in  the  paper.  Ac¬ 
cording  to  Poiter,  the  advertorials  generated  $100,000. 

Wlien  it  comes  to  cost  savings,  he  urged  his  fellow  publishers  to 
sell  more,  not  cut  more.  “Instead  of  cutting  expenses,  search  for  new 
revenue  sources,”  he  said. 

This  year.  Porter  said  he  wants  to  focus  on  the  paper’s  strong,  local 
content;  continue  vrith  the  collaborating  on  production  whether  it’s 
\rtth  printing  or  delivery;  and  to  get  back  circulation  and  advertising. 

He  said  he  saw  more  opportunities  in  the  industry  especially  when 
it  came  to  digital,  which  he  described  as  “complementary  to  print,  not 
competitive.” 

■  My  wish  list  for  2014:  an  improved  economy;  for  nation¬ 
al  advertisers  to  look  at  papers  again  because  no  one  has  the 
reach  that  newspapers  do. 
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The  Olympics  present  a  coverage  challenge  unlike  any 
other  in  these  times  of  tight  budgets,  limited  resources 
and  emphasis  on  instantaneous,  digital  delivery 

BY  ELLIOTT  ALMOND 

For  much  of  February^  the  world  will  be  captivated  by  athletes  in  skin-hugging  Lycra 
swooping  dov^m  snowy  slopes  and  sliding  across  slick  sheets  of  ice  during  the  Winter 
Oljnmpics  in  Sochi,  Russia.  The  quest  for  gold,  however,  won’t  play  out  only  in  the  rug¬ 
ged  Caucasus  Mountains  or  the  refrigerated  arenas  along  the  Black  Sea  coast. 
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►  Gold  medal  alpine  ski  star  Lindsey  Vonn 
is  swarmed  by  reporters  in  Whistler,  B.C., 
after  an  event  at  the  2010  Winter  Olympics. 
Reporters  wait  in  a  roped  off  area  known  as 
the  “mixed  zone”  to  conduct  interviews  with 
athletes  who  come  through  after  their  compe¬ 
titions.  Last  month,  Vonn  withdrew  from  the 
Sochi  Winter  Olympics  due  to  an  injury. 

Photo  by  Ron  Judd 


^  Dave  Morgan,  USA  Today  Sports 
Media  Group  President 

Tlie  Olympics  have  escalated  into  a  media  battle  ground  over  “eyeballs”  and 
advertising  dollars,  underscored  by  rights  holder  NBCUniversal’s  plans  to  oifer 
more  than  1,539  hours  of  coverage. 

“It’s  a  unique  way  to  collect  a  diverse  audience  in  one  place  for  a  limited  time,” 
said  Dave  Morgan,  USA  Today  Sports  Media  Group  president. 

The  22nd  edition  of  the  Winter  Games,  Feb.  6-23,  will  be  shown  in  real 
time,  all  the  time,  anywhere  there  is  Internet  access.  Such  an  undertaking 
presents  interesting  challenges  to  news  outlets  in  the  Digital  Age,  where  au¬ 
diences  demand  instant  updates  in  multiple  platforms  all  the  while  embrac¬ 
ing  in-depth  analysis  and  heartfelt  features  that  have  become  synonymous  to 
the  Olympics. 

The  biennial  event— the  Summer  and  Winter  Games  rotate  so  one  or  the 
other  arrives  on  the  scene  every  two  years— has  motivated  some  media  organiza¬ 
tions  to  create  new  ways  to  deliver  content  that  appeals  to  readers. 


►  (Spread)  Shaun  White  of  the  United  States 
flies  through  the  air  during  the  men’s  half  pipe 
snowboarding  competition  at  the  Torino  2006 
Winter  Olympic  Games  in  Bardonecchia,  itaiy. 
As  athletes  soar,  skate,  snowboard  and  ski  for 
Olympic  gold  at  the  Sochi  Winter  Games,  Feb. 
6-23,  journaiists  from  around  the  world  will 
again  gather  to  capture  every  moment. 

Photo  by  K.C.  Ai-fred/Saa' D/ego  UNioN-TkiauNE 

Dave  Morgan  Photo  courtesy  of  USA 
TODAY  Sports  Media  Group 
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At  a  time  financially  stressed 
regional  newspapers  have  drastically 
reduced  Olympic  staffing,  papers 
such  as  the  New  York  Times  and  USA 
Today  plan  ina-ior  productions  for  the 
Sochi  Games  and  beyond. 

“Our  overarching  approach  is 
just  to  be  as  experimental  as  pos¬ 
sible,”  said  Jason  Stallman,  New  York 
Times  sports  editor.  With  an  Olympics 
coming  eveiy  tw'o  years  there  “is  a 
lot  of  time  for  things  to  evolve  \vith 
technology  and  stoiytelling  devices,” 
Stallman  added.  “Even  if  we  convince 
ourselves  that  we  did  a  nice  job  last 
time  around,  we  still  feel  we’re  starting 
from  scratch  every  two  years  with  how 
w'e  w'ant  to  attack  it.” 

Stallman  plans  to  have  as  many  as 
35  people  in  Sochi,  including  report¬ 
ers,  photographers,  interactive  graphic 
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editors  and  computer  programmers. 
The  New  York  Times  will  focus  on 
major  stories  inside  the  competition 
arenas  and  beyond  them  in  Russia. 

Its  effort  in  London  for  the  2012 
Summer  Games  produced  60  million 
online  page  views  and  14  million  visi¬ 
tors.  Those  viewers  spent  an  average 
of  six  minutes  per  visit,  according  to 
Andy  Wright,  the  paper’s  senior  vice 
president,  advertising. 

“That’s  a  lot  of  time  to  spend  wath  a 
topic  area,”  he  said. 

Those  kinds  of  figures  make  a  com¬ 
pelling  case  to  potential  advertisers 
and  lead  New  York  Times’ executives 
to  continue  the  paper’s  big  investment 
of  serious  Olympics  coverage. 

In  2012,  the  New  York  Times  and 
Reuters  collaborated  to  launch  a 
dedicated  01)Tnpics  site  for  online 


publishers.  Using  technology 
developed  by  the  Times,  the  semce 
provided  images,  text,  video  and  data 
in  w'hat  they  call  a  flexible  “plug-and- 
play”  system  allovring  clients  to  tailor 
the  pages  to  their  regional  needs. 

Michael  Greenspon,  general  man¬ 
ager,  New  York  Times  News  Services 
and  International,  said  the  company 
has  similar  revenue  projections  for 
Sochi  as  it  did  in  London  two  years 
ago.  With  the  Winter  Games  usually 
leaving  a  smaller  footprint,  “we  see 
things  going  in  the  right  direction,” 
Greenspon  added. 

Another  high-profile  collaboration 
involves  NBC  Olympics  and  Yahoo, 
which  offer  content  and  promotion 
for  the  Sochi  Games.  The  idea  is  to 
give  Yahoo’s  American  audience 
access  to  NBC  Olympics’  digital  rideo 
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Journalists  work  in  the  Main  Press  Center 
(MPC)  during  the  2006  Winter  Olympics  in 
Turin,  Italy.  The  MPC  is  where  media  outlets 
gather  when  not  covering  competition  at 
on-site  venues.  The  main  press  conferences 
are  also  held  in  the  MPC. 


Photo  courtesy  of  New  York  Times  Photo  courtesy’  of  New  York  Times 
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Having  a  Ball  While  Learning  on  the  Job 

Ball  State  journalism  students  will  again  cover  an 
Olympic  Games— with  or  without  press  credentials 


Ball  State  University  journalism  professor  Ryan 
Sparrow  wanted  to  inspire  students  who  had 
lost  their  awe  of  the  profession  because  of  the  Hp 
declining  state  of  newspapers.  His  soiution;  send 
them  to  cover  the  Olympics  without  official  media  *|| 
credentials. 

"Let’s  just  go  and  see  if  we  can  find  some 
stories,”  Sparrow  said  of  a  group  of  40  from 
the  Muncie,  Ind.  school  that  went  to  the 
2012  Summer  Olympics  in  London. 

The  school  launched  BSD  at  the  Games,  ||||||| 

!  a  dedicated  student-run  Olympic  website  |H| 
and  freelance  news  agency.  Students  pro- 
I  duced  about  250  multimedia  stories,  some 
I  that  appeared  in  USA  Today,  the  Chicago 
Tribune  and  the  Huffington  Post. 

The  response  was  overwhelmingly  positive  as 
I  students  forgot  they  were  participating  in  an  educa^ 

I  tional  exercise  and  felt  like  bona  fide  journalists. 

“We  may  have  hit  on  something  really  big,”  Sparrow  said. 

Now  BSU  at  the  Games  plans  to  have  22  students  covering  the  2014  Winter  Olympics  in 
Sochi,  Russia.  It  also  will  have  10  graphic  designers  working  at  the  Chicago  Tribune  headquar¬ 
ters  in  a  concerted  effort  home  and  abroad  that  creates  a  real-life  experience  not  found  in  the 
classroom. 

Boston  University  and  Penn  State  University  also  sent  student  journalists  to  the  London 
Games  but  have  no  pians  to  continue  those  programs  in  Sochi.  Also,  University  of  Iowa 
students  worked  for  the  official  Olympic  News  Service  at  the  2008  Summer  Games  in  Beijing 
in  what  journalism  professor  Judy  Polumbaum  described  as  a  life-changing  experience  for 
some  of  them.  Ball  State,  however,  is  attempting  to  establish  itself  as  a  leader  in  boots-on-the- 
ground  experiences  for  journalism  students.  The  timing.  Sparrow  says,  has  been  ideal. 

With  fewer  regional  newspapers  sending  reporters  and  photographers  to  the  Olympics  be¬ 
cause  of  cost  cutting,  the  Ball  State  students  have  offered  to  provide  free  content.  The  group 
plans  to  produce  stories,  photos,  videos  and  graphics  from  Sochi  and  Chicago. 

As  in  London,  the  students  must  pay  for  the  Sochi  trip.  They  plan  to  stay  on  cruise  ships 
near  the  Olympic  venues  located  on  the  Black  Sea  coastline. 

The  students  also  will  not  have  official  International  Olympic  Committee  credentials.  As  a 
result,  they  won’t  share  the  same  access  as  the  thousands  of  credentialed  journalists  in  Sochi 
to  cover  the  17-day  event. 

But  the  students  have  been  preparing  for  such  obstacles  by  fostering  relationships  with 
potential  U.S.  Olympians  and  following  them  closely  on  social  media  platforms.  While  they 
hope  to  get  single-day  press  passes  for  some  events,  the  Ball  State  contingent  will  cast  its 
journaiistic  eye  on  stories  beyond  the  Olympic  venues,  such  as  stories  on  Russian  culture  and 
Olympic  culture.  Two  Russian-speaking  students  will  serve  as  translators  while  also  doing  their 
own  reporting. 

While  the  lack  of  access  initially  concerned  Sparrow,  students  in  London  proved  resourceful. 
“We  were  smart  just  knowing  you  could  do  a  lot  of  coverage  without  credentials,”  Sparrow 
said.  "There  are  a  lot  of  stories  out  there."  —Eiiiott  Aimond 


►  BSU  at  the  Games  reporter  Holly  Dema- 
ree,  a  junior  journalism  major  at  Ball  State, 
interviews  U.S.  bobsled  team  member  Aja 
Evans  during  the  Team  USA  Media  Summit 
late  last  year. 


y  Jason  Stallman,  New  York 
Times  Sports  Editor 


►  Andy  Wright,  New  York  Times 
Senior  Vice  President,  Advertising 
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Photo  by’  Taylor  Irbee/BSU  at  the  Games 


¥  Michael  Greenspon,  New  York 
Times  General  Manager,  News  Services 
and  International 


k  John  Cherwa,  Tribune  Sports  Coordi- 
nator/Ios  Angeles  Times  Deputy  Sports 
Editor 


►  Reuters  and  The  New  York  Times  News 
Service  &  Syndicate  have  teamed  to  offer  for 
purchase  an  API  “plug-and-play”  system  for 
its  content  produced  from  the  Sochi  Winter 
Games,  aiding  newspapers  unable  to  staff 
the  Games  as  they  once  did  due  to  dwindling 
budgets  and  resources. 


FLEX  CONNECTION 


A  simple,  easily  In9ested  API  for  coverlr>g  the  world's  top  sports  event 


liighlights  and  live  streamed  events  at 
NBCOljanpics.com. 

The  shift  toward  digital  initiatives 
is  reflected  in  the  issuing  of  Sochi 
media  credentials  by  the  Interna¬ 
tional  Olympic  Committee,  the 
non-governmental  group  that  oper¬ 
ates  the  Games.  Such  digital  giants 
as  Yahoo,  ESPN.com  and  FoxSports. 
com  received  25  percent  of  the  more 
than  400  credentials  allocated  to  U.S. 
journalists,  according  to  Sports  Busi¬ 
ness  Daily. 

USA  Today,  the  New  York 
Times  and  Sports  Illustrated  are 
sending  the  largest  contingents  in  U.S. 
print  media. 

Perhaps  no  outlet  \wll  trj'  to  do 
more  than  USA  Today.  While  it  is  a 
national  publication,  the  newspaper 
is  linked  to  103  communities  through 


local  papers  and  broadcast  stations, 
said  Morgan,  the  Sports  Media  Group 
president.  That  means  the  paper  not 
only  follows  ever)'  major  breaking 
news  stoiy  but  also  covers  any  local 
athlete  in  its  vast  chain. 

“Local-national:  that  is  the  strength 
and  identity  of  the  media  group,”  Mor¬ 
gan  said. 

In  London,  Morgan’s  team  pro¬ 
duced  an  equivalent  of  six  daily  edi¬ 
tions  to  satisfy  all  of  its  markets.  USA 
Today  plans  another  comprehensive 
effort  in  Sochi  with  almost  90  people 
in  Russia.  The  content  includes  print, 
video,  digital  and  broadcast. 

To  a  lesser  scale,  the  Tribune  Co. 
will  ask  its  team  of  14  to  produce 
equally  high-quality  journalism  in 
Sochi.  The  effort  is  headed  by  John 
Cherw'a,  the  Tribune  Sports  Coordina¬ 


tor  and  deputy  sports  editor  at  the  Los 
Angeles  Times. 

Sochi  will  mark  Cherwa’s  eighth 
Olympics  although  he  has  helped 
coordinate  coverage  for  about  a  half 
dozen  others. 

The  Tribune  Co.  sent  43  people 
to  the  2006  Winter  Games  in  Tu¬ 
rin,  Italy.  But  readers  won’t  get  less 
coverage  with  almost  30  fewer  bodies 
on  the  ground,  Cherv^'a  said.  Instead, 
the  chain  has  eliminated  duplication 
by  avoiding  having  more  than  one 
Tribune  Co.  reporter  at  such  marquee 
events  as  figure  skating  and  alpine 
skiing.  The  bulk  of  the  Sochi  team  is 
comprised  of  journalists  from  the  Chi¬ 
cago  Dihune  Los  Angeles  Times. 

But  the  Los  Angeles  Times  isn’t 
sending  any  photographers  to  the 
Olympics  for  the  first  time  since  the 
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Moscow  Games  in  1980.  at  breakneck  speeds.  The  landscape  Gaines  fueled  gi'eat  interest  in  the 

“We  need  to  watch  the  budget,  and  leads  to  generic  action  photos  or  event.  Now  the  Chicago  Ttihune’s  Phil 

we  can  get  this  other  places,”  Cheiwa  celebration  shots  instead  of  distinc-  Hersh  is  the  “closest  thing  to  a  full- 

said.  “The  wdnter  isn’t  as  important  to  tive  compelling  images.  Such  circum-  time  Olympic  wi'iter  and  I  am  the  only 
our  market  as  summer.”  stances  have  led  to  a  select  few  joining  one,”  he  said. 

Logistics  was  a  factor  as  much  as  the  Associated  Press  in  prowding  tmly  Wliile  national  media  outlets  have 

budget.  Winter  Games  are  so  spread  comprehensive  coverage.  increased  their  Oljmipic  presence 

out  it  is  difficult  for  photographers  to  “As  many  have  cut  back  on  cover-  some  strong  regional  newspapers 

shoot  multiple  events  Nvithout  work-  age  of  international  events,  there  is  a  such  as  the  Fort  Worth  Star-Telegram, 

ing  20-hour  days.  At  most  Summer  greater  need  for  the  content  we  can  Houston  Chronicle,  Kansas  City  Star, 

Oljmipics,  photographers  jet  bertveen  offer,”  the  New  York  Times’  Gi’eenspon  San  Francisco  Chronicle  and  Seattle 

two  and  three  events  daily.  said.  Times  are  not  sending  anyone  to 

“In  the  Winter  Games,  if  you’re  01}anpic  coverage  follows  the  Sochi, 

traipsing  up  the  mountain  for  skiing  trajectoiy  of  a  changing  industry.  It’s  paiticularly  disappointing  in 

that’s  it,”  Cheiwa  said.  “That’s  your  Two  decades  ago,  almost  eveiy  ma.ior  Houston  and  Seattle  where  those  news- 

day.”  American  paper  had  a  full-time  papers  boast  reporters  and  editors  \vith 

Because  of  unpredictable  weather  01}anpic  reporter.  It  was  the  result  of  a  wealth  of  OljTnpic  expertise, 

the  day  could  be  wasted  if  events  are  an  eight-year  span,  from  1980  to  1988,  Four  years  ago,  the  Seattle 

postponed.  Then  there  are  obstacles  of  when  Lake  Placid,  N.Y.,  Los  Angeles  Times  sent  15  reporters  and 

photographing  competition  involv-  and  Calgary,  Canada,  played  host  to  photographers  to  the  Vancouver 

ing  sleds  careening  down  icy  shoots  the  Oljanpics.  The  North  American  Games  because  of  its  close  proximity 
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AN  OLYMPIAN  OF  A  JOURNALIST 

fMiilip  hlersh  has  seen  it  all  in  his  long  career  of  covering  the  Games 


Chicago  Tribune  columnist  Philip 
Hersh  has  become  the  dean  of 
American  Olympic  writers  after 
more  than  a  quarter  century  of 
banging  out  stories  on  typewrit¬ 
ers,  laptops  and  smartphones 
from  around  the  world. 

He  will  make  the  long  trek  to  the 
Caucasus  Mountains  this  February  to 
cover  his  17th  Olympics— second  most  to 
the  Boston  Globe's  John  Powers,  who  is 
covering  his  19th  Games  in  Sochi,  Russia. 

No  U.S.  journalist  has  had  a  greater 
impact  on  the  Olympic  movement 
than  Hersh,  67,  who  will  be  the  Tribune 
Company's  figure  skating  reporter  at  the 
2014  Winter  Games. 

Hersh's  online  column.  Globetrotting 
(chicagotribune.com/sports/globetrot- 
ting),  is  a  must  read  for  the  movers  and 
shakers  of  the  Olympics  world.  He  often 
is  at  the  forefront  of  breaking  news 
about  Olympic  politics  or  presenting 
context  to  scandals  involving  drugs  or 
figure  skating  judging. 

The  four-time  Pulitzer  Prize  nominee 
is  well  suited  to  the  task  as  a  Yale  gradu¬ 
ate  with  a  degree  in  French  and  advance 
studies  in  Italian  and  Spanish. 

Hersh’s  foray  into  the  Olympics  began 


Philip  Hersh  stands  in  front  of  the  Olympic 
flame  at  the  Olympic  Stadium  in  London 
during  the  2012  Summer  Games.  The  veteran 
Olympics  reporter  was  there  on  this  day  to 
write  a  story  on  the  flame  not  being  visible 
from  outside  the  stadium. 

Photo  by  Gary  Ambrose  /  Tribune  Olythpic 
Bureau 


in  1980  when  he  was  one  of  two  report¬ 
ers  for  the  Chicago  Sun-Times  to  cover 
the  Lake  Placid  Games  in  New  York.  He 
reflects  fondly  on  the  competition  in  the 
Adirondacks. 

"The  Winter  Olympics  is  like  having  a 
dinner  party  of  eight  and  the  Summer  is 
like  a  banquet  for  1,000,”  Hersh  said  of  the 


differences  between  the  productions. 

He  covered  some  of  the  most  memo¬ 
rable  moments  in  Olympic  lore  in  his 
debut:  The  Miracle  on  Ice  U.S.  hockey 
team,  and  Eric  Heiden’s  victories  in 
every  men’s  speedskating  event. 

Four  years  later  while  working  for  the 
Chicago  Tribune,  he  fell  in  love  with  Sarajevo 
of  then-Yugoslavia.  Hersh  describes  the 
warmth  of  the  hosts  eight  years  before  the 
city  was  torn  asunder  because  of  war. 

He  says  Sarajevo  also  was  the  last 
truly  foreign  Olympics  because  of 
limited  technology.  “Making  a  phone  call 
was  an  adventure,”  Hersh  said.  “We  all 
had  to  file  from  one  place.” 

By  1994,  it  seemed  the  whole  world 
was  watching  in  Lillehammer,  Norway, 
where  interest  in  figure  skating  skyrock¬ 
eted  because  of  the  made-for-TV  drama 
between  American  skaters  Tonya  Hard¬ 
ing  and  Nancy  Kerrigan. 

Figure  skating  became  a  media 
spectacle  in  the  United  States,  drawing 
unprecedented  interest  that  American 
sportswriters  had  to  feed. 

I  “As  annoying  as  it  was,  you  knew 
I  every  period,  exclamation  point,  and  but 
I  was  going  to  be  read,”  Hersh  said, 
i  —Elliott  Almond 


to  British  Columbia.  The  paper  broke 
even  for  what  was  then  one  of  the 
biggest  events  the  Times  had  ever 
covered. 

But  the  newspaper  passed  on  the 
I>ondon  Gaines  in  2012— the  first 
time  it  wasn’t  on  the  ground  since  the 
1980  Oljanpics  in  Moscow.  Sports 
editor  Don  Shelton  said  management 
decided  to  send  a  reporter  to  Japan  for 
a  week  to  follow  the  Seattle  Mariners’ 
season-opening  baseball  series  instead 


of  going  to  London.  In  retrospect, 
Shelton  says  the  paper  made  the  right 
decision  with  its  baseball  reporter  pro¬ 
ducing  some  enterprise  stories  from 
Asia. 

The  OljTnpics  represent  a  micro¬ 
cosm  of  what  decisions  sports  editors 
face  ever}'  day.  It  was  easy  to  convince 
themselves  that  the  Winter  Games 
aren’t  a  big  deal  in  July  during  budget 
planning.  But  once  the  Sochi  Games 
open,  Shelton  expected  to  feel  pangs  of 


regret  for  not  being  there. 

Shelton,  however,  hopes  to  send  at 
least  one  reporter  to  the  2016  Summer 
Olympics  in  Rio  de  Janeiro. 

Seattle  Times  columnist  Ron  Judd 
appreciates  the  budget  constraints  his 
editors  face  but  suggests  the  paper  has 
missed  an  opportunity.  Judd  spent 
12  years  covering  the  Olympics  while 
gaining  a  national  reputation  for  his 
astute  and  often  comedic  writing.  He 
also  is  author  of  The  Winter  Olympics: 
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scape  makes  it  important  to  follow  the 
Games,  according  to  deputy  sports 
editor  Mark  Conley,  whose  duties 
include  organizing  the  Bay  Area  News 
Group’s  Olympic  coverage. 

“It  encompasses  so  many  great 
Olympic  stories,  past,  present  and 
future,”  he  said.  “We’re  lucky  upper 
management  seem  to  recognize  that 
and  appreciate  it  and  put  their  money 
where  their  mouth  is.” 

Conley  said  papers  should  not  un¬ 
derestimate  the  value  of  ha\ang  their 
columnists  writing  about  big-ticket 
events  such  as  the  Winter  Games.  The 
Mercuiy  News  again  will  call  upon 
Mark  Purdy  to  provide  perspective 
wdth  a  distinct  Bay  Area  filter.  Purdy 
has  covered  the  Olympics  since  1980. 

“Hearing  Mark  on  the  spot  giving 
his  view  has  a  much  more  impactful 
feel  to  it  than  any  number  of  voices 
from  the  Next)  York  Times  or  the  Bos¬ 
ton  Globe,”  Conley  added.  “That  would 
hold  true  for  any  paper  that  values  its 
key  local  voices.” 

As  someone  who  has  managed 
budgets  for  more  than  three  de¬ 
cades,  the  Los  Angeles  TzTTies’Cherwa 
understands  why  some  editors  balked 
at  sending  reporters  to  southern 
Russia  this  month.  He  estimates  it 
costs  $10,000  to  send  one  journalist 
to  the  OljTnpics,  a  figure  that 
surprisingly  has  not  changed  in  15 
years. 

Technology  has  helped  keep  expens¬ 
es  to  a  minimum.  Internet  phoning, 
kno\vn  as  VoIP,  has  been  one  of  the 
biggest  sa^^ngs  although  most  report- 


Conley,  Bay  Area  News  Group 
Sports  Editor 


Shelton,  Seattle  Times  Sports 


Judd,  Seattle  Times  columnist 


An  Insider’s  Guide  to  the  Legends,  Lore 
and.  Events  of  the  Games. 

But  since  Vancouver  he  has  had 
no  involvement  in  helping  the  paper 
cover  the  Oljanpics  in  a  region  that 
features  alpine  and  Nordic  skiing, 
snowboarding,  short  track  speed  skat¬ 
ing  and  other  wnter  sports. 

“We  were  able  to  turn  the  beat  into 
something  much  more  than  just  tradi¬ 
tional  Olympics  coverage,”  Judd  said. 
“I  offer  our  investigation  [seattletimes. 
com/html/olympicticketing]  of  Oljon- 
pic  ticketing  as  an  example.  Nobody 
in  the  country  was  doing  reporting 
about  the  Olympics  at  that  level  of 
commitment  leading  up  to  Vancouver. 
I  thought  that  was  the  sort  of  niche 
newspapers  were  looking  for— doing 
something  well  that  no  one  else  can 
really  do— to  ensure  their  sundval.” 

The  San  Jose  Mercury  News,  which 
is  part  of  the  Bay  Area  News  Group, 
sent  three  journalists  to  Sochi— the 
same  three  it  dispatched  to  the  Van¬ 
couver  Games  in  2010.  The  region’s 
diverse  cultural  and  geographic  land¬ 


►  From  left,  Charean  Williams  of  the  Fort  Worth 
Star-Telegram,  Amy  Shipley,  then  of  the  Wash¬ 
ington  Post  and  now  an  investigative  reporter 
for  the  Sun-Sentinel  of  South  Florida  and  Lisa 
Dillman  of  the  Los  Angeles  Times  take  a  break 
while  covering  the  2010  Winter  Olympic  Games 
at  Cypress  Mountain  in  Vancouver,  B.C.  Dillman 
Vifill  be  covering  the  Sochi  Winter  Games  this  year, 
the  others  will  not. 
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ers  still  need  cheap  mobile  phones  in 
foreign  countries. 

Another  cost-saving  measure  came 
when  the  International  OljTupic 
Committee  two  years  ago  introduced  a 
web-based  system  to  access  its  media 
information.  Prewously,  Olympic  of¬ 
ficials  charged  media  outlets  thou¬ 
sands  of  dollars  to  use  such  necessary 
information. 

Wliile  technolog)'  has  helped  wdth 
the  logistics  of  transmitting  content 
and  communicating  with  home  of¬ 
fices,  it  also  has  eroded  repoitage,  the 
Chicago  Ti'ibune’s  Phil  Hersh  said. 

A  veteran  of  16  Oljanpics,  Hersh  has 
brought  unique  perspectives  to  his 
readers  in  the  column  Globetrotting 
[chicagotribune.com/sports/globe- 
trotting].  But  he  said  it  has  become 
difficult  to  do  the  same  kind  of 


thoughtful  writing  at  the  Games. 

“We  are  expected  to  spend  so  much 
time  wth  minute  by  minute”  details 
“it’s  hard  for  us  to  give  readers  the  dif¬ 
ferent  perspective,  the  better  obseiva- 
tion,”  he  said.  “Even  if  you  look  down 
to  type  140  characters  on  Twdtter  you 
are  going  to  miss  something.  Most 
of  us  are  not  able  to  obsei-ve  as  finely 
as  we  used  to  and  that  has  changed 
newspaper  coverage  period,  but 
certainly  changed  Olympic  coverage 
dramatically.” 

Wliile  it  remains  a  big  investment, 
covering  the  Oljanpics  represents  a 
chance  to  attract  and  keep  new  audi¬ 
ences  because  of  the  countr>'’s  fixation 
for  moving  sporting  stories  that  unfold 
over  three  weeks. 

“It  gets  to  the  greatness  and  won- 
deifulness  about  sports,”  Cherwa  said. 


“For  those  three  weeks  we  are  united 
as  a  country.  We  put  on  our  jingoist 
hats  and  root  for  things  we  have  no 
business  rooting  for.” 

Cheiwa  recalled  the  emotional  re¬ 
sponse,  in  2010,  when  New  Yorker  Billy 
Demong  became  the  first  American  to 
wn  a  gold  medal  in  a  Nordic  event. 

“Wliere  in  our  lifetime  would  we 
care  about  Nordic  combined,  yet  we’re 
watching  it,”  he  said. 

And  American  reporters  are  cover¬ 
ing  it  in  one  fashion  or  another  to 
satisfy  readers’  appetites.  ■ 

—Elliott  Almond  is  a  repoHer for  the  Bay 
Area  News  Group  in  San  Jose,  Calif.,  cov¬ 
ering  Olympics,  soccer  and  college  sports. 
The  Winter  Olympics  in  Sochi,  Rus¬ 
sia,  Feb.  6-23,  will  be  the  11th  Olympic 
Games  he  has  covered. 
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Company  Profile: 

New  Prolmage  America  is  a 
leading  developer  of  innova¬ 
tive  browser-based  automated 
prepress  and  editorial  digital 
workflows,  tablet  &  mobile 
workflows,  ink  optimization, 
color  management,  and  press 
registration  solutions  that  help 
publishers  and  printers  stream¬ 
line  operations  and  reduce 
costs. 

Benefits  to  a  Newspaper: 
Prolmage  Eversify  is  a  Cloud 
solution  that  enables  the  auto¬ 
matic  delivery  of  content  from 
any  content  management  sys¬ 
tem  to  a  wide  variety  of  tablets 
and  smart  phones.  We  recog¬ 
nize  newspapers  must  publish 
to  mobile  devices  without 
adding  to  their  labor.  Eversify  is 
designed  to  automate  as 
much  as  the  publisher  wishes 
through  rule-based  logic  de¬ 
signed  to  create  and  layout 
their  content.  You  are  able  to 
see  exactly  how  the  content 
will  appear  on  all  targeted  mo¬ 
bile  devices,  and  because  it's 
Cloud-based  there  are  minimal 
set-up  costs.This  allows  pub¬ 
lishers  to  easily  create  mobile 
editions. 


Why  companies  choose  you: 

Eversify  is  designed  specifically  for  newspapers  that  are  looking  for  a  straightfor¬ 
ward  way  to  enter  mobile  digital  publishing  without  increasing  production 
costs.  Eversify  is  a  feature  Rich  solutions  that  provides:  E-commerce  integration  as 
not  every  publisher  has  its  own  e-commerce  system  or  a  system  for  authenticat¬ 
ing  mobile  readers.  Eversify  supports  in-app  purchasing  from  the  various  stores 
(Apple, Google,  Amazon),  as  well  as  integrating  with  3rd  party  solutions  and  the 
publisher's  own  subscriber  database. 

Enhanced  analytics:  From  the  marketing  and  monetizing  side  it  is  important 
for  the  publisher  to  understand  what  exactly  readers  are  reading  and  for  how 
long,  from  what  devices,  if  they  read  the  ads  and  if  they  click  them.  Enhanced 
analytics  offers  that  valuable  information  so  they  can  improve  their  mobile  of¬ 
fering  to  both  readers  and  advertisers. 

HTML  widget  support  In  addition  to  existing  support  for  live  news  feeds  pub¬ 
lishers  can  now  include  widgets  with  a  variety  of  real-time  information,  includ¬ 
ing  local  weather,  stock  market  quotes,  traffic  or  even  games  in  their  mobile 
content  with  Eversify's  HTML  widget  support. 

Ability  to  also  provide  Replica  content  called  Enriched  Digital  Copy  not  only 
displays  a  high  quality  copy  of  the  print  content,  but  adds  links  to  web  pages, 
ads,  video,  audio  and  more  with  a  simple-to-use  Acrobat  plugin  to  assign  the  in¬ 
formation. 

Eversify  is  dedicated  to  newspapers  and  newspaper  publishers.  It  provides  a 
complete  workflow  allowing  the  publisher  to  completely  manage  their  mobile 
editions.  Since  publishers  are  no  longer  limited  by  the  print  product,  Eversify  al¬ 
lows  for  video,  audio,  photo  galleries,  etc.  Additional  advertising  can  be  dis¬ 
played  to  digital  devices  increasing  revenue. 

How  you  are  different: 

Eversify  allows  publishers  to  keep  control  of  the  look  and  feel  of  their  content 
and  editions.  It  automates  the  creation  of  the  digital  editions  and  integrates 
with  existing  Editorial  or  CMS  so  no  additional  software  investment  is  required. 
Eversify  was  designed  with  a  very  flexible  content  import  mechanism  allowing 
us  to  accept  data  from  a  variety  of  systems.  Additionally,  Eversify  provides  both  a 
reach  reader  experience  building  interactive  HTML  5  editions,  but  can  also  pro¬ 
vide  Enriched  Digital  Copy  (Replica)  editions  using  a  single  app.  Publishers  do 
not  need  to  maintain  two  separate  solutions. 
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Company  Profile:  jkg  is  a  newspaper  consulting  company  focused  on  two  proj¬ 
ects  that  bring  significant  sources  of  new  revenue  to  or  clients: 

The  ASK-CRM  sales  software  product  detailed  elsewhere  in  the  directory.  It  offers 
everything  from  seamless  CRM  to  presentation-building,  media  spending  esti¬ 
mates  and  much  more.  It  simplifies  the  sales  process  and  helps  account  execu¬ 
tives  put  the  focus  back  on  selling  -  where  the  money  is! 

The  Political  Initiative.  For  the  third  consecutive  election,  we  are  supplying  news¬ 
papers  with  the  specific  names  and  contact  information  for  candidates  and  cam¬ 
paigns  running  for  office  in  their  state.  Additionally  we  give  similar  contact 
information  for  the  multitude  of  advocacy  and  issue  groups  that  are  major  con¬ 
tributors  to  the  expected  $6  billion  political  spending  estimates  for  the  2014  mid¬ 
term  elections.  And  we  show  you  how  to  do  it. 

Benefits  to  a  Newspaper:  You  can't  sell  if  you  don't  know  who  to  call  on.  We 
solve  that  problem  and  additionally  provide  you  with  the  kind  of  sales  training 
necessary  to  make  smart  calls  on  the  political  advertising  community. 

Why  companies  choose  you:  Newspapers  choose  us  because  of  our  proven  track 
record  of  success.  And...  we  guarantee  the  results!  It's  only  $750  for  each  state 
data  supplied  and  if  you  use  the  material  and  tell  me  it  didn't  work.  I'll  refund  the 
investment.That's  about  as  risk-free  as  I  can  make  it. 

How  you  are  different:  We  deliver  results  that  are  easy  to  quantify.  The  cost  is 
more  than  reasonable  and  the  results  are  secured  with  a  money-back  guarantee. 
More  than  1100  newspapers  have  taken  advantage  of  the  program  and  in  three 
elections  no  one  has  ever  asked  for  their  money  back.  We  must  be  doing  SOME¬ 
THING  right! 
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Creative  Circle  Media  Solutions 

945  Waterman  Ave., 

East  Providence,  R!  02914 

Contact;  Bill  Ostendorf,CEO 
Phone:401-455-1555 
e-mail:  bill@creativecirclemedia.com 
Website;  wvw.creativecirclemedia.com 


Software.  Consulting. 
Design.  New  ideas.  Training. 
Outsourcing. 


What  we  do:  We  provide  unique  and  effective  web  software 
solutions  (CMS,  native  content,  pay  wails,  membership  plat¬ 
forms,  classifieds  and  more),  strategic  consulting,  user-  and 
content-driven  print  and  web  design,  culture-changing  train¬ 
ing  and  high-end  outsourcing  for  the  newspaper  industry. 

Why  we're  unique:  We're  not  afraid  to  break  from  what  every¬ 
one  else  is  doing.  In  fact,  if  you're  doing  what  all  the  other  pa¬ 
pers  are  doing,  that's  probably  a  bad  idea. 

Content,  user-experience  and  functionality  are  what  will  bring 
you  success.  If  you  want  a  more  innovative  and  customized 
web  site  than  the  clunky,  cookie-cutter  platforms  other  vendors 
provide,  we  create  user-friendly,  content-centric  designs  and 
provide  more  strategic  functionality. 

And  if  you  still  believe  in  print  and  want  to  grow  print  revenue 
and  readership,  we  are  one  of  the  few  companies  who  can  de¬ 
liver  print  solutions  that  work.  We  can  make  you  more  efficient 
and  more  effective.  We  can  grow  your  print  classifieds.  We  can 
change  your  newsroom  culture  to  become  truly  user  centric. 


Consistent  innovators:  We  were  the  first  CMS  ven¬ 
dor  to  build  user-contributed  content  (2005),  pay 
walls  (2007),  flexible  web  templates  to  reflect  the 
news  (2008),"native"or  paid  content  (2010),Goggle- 
and  Facebook-like  ad  platforms  (201 1)  and  flexible 
story  templates  (2011)  for  media  companies  -  all 
years  ahead  of  our  competitors. 

We  provided  effective  solutions  for  hundreds  of 
media  companies  of  all  types  and  sizes  on  three  con¬ 
tinents  and  have  led  the  successful  redesign,  rebrand¬ 
ing  and  rethinking  of  more  than  500  newspapers  and 
250  web  sites. 

So  if  you  need  creative  solutions,  more  engaged 
audiences  and  new  ideas,  we  should  talk.  Now  is  a 
great  time  to  innovate  and  get  a  step  ahead  of  the 
competition,  and  we're  ready  to  help. 


ASK-Cm 

tools  to  streamline  media  selling 


ASK-CRM 

1 0303  Lantern  Lane, 
Hagerstown,  MD  21 740 

Contact:  Robin  E.  Smith  or 
John  Kimball 
Phone:  301.859.4777 
eMail:  robin@ask-crm.com, 
john@johnkimballgroup.com 
Website:  www.ask-crm.com 


Company  Profile:  ASK-CRM  is  a  sales  software  product  designed  by  ex¬ 
perienced  media  and  technology  professionals,  specifically  for  the  publish¬ 
ing  and  media  industry.  It's  really  a  toolkit,  seamlessly  incorporating  CRM, 
multi-product  proposal  and  presentation  building,  100%  accurate  rate  cal¬ 
culations,  goals  tracking,  media  investment  calculations  -  even  mileage 
and  call  reports  -  all  without  adding  to  the  account  execs  "to  do"  list.  Sales 
people  immediately  see  its  value  and  ease  of  use,  while  sales  managers 
gain  an  excellent  handle  on  what's  going  on  in  the  field. 

Benefits  to  a  Newspaper:  In  the  end,  it's  all  about  sales!  Isn't  it?  The  capa¬ 
bilities  in  ASK-CRM  enable  a  sales  team  to  maximize  efficiency  and  focus 
on  selling,  rather  than  sales  process.  With  ASK-CRM,  sales  people  first  gain  a 
thorough  understanding  of  their  advertiser's  needs,  and  then  the  software 
coaches  them  through  the  proposal  and  presentation  process.  As  a  result, 
they  are  walking  out  the  door  with  solid  reasons  to  buy  in  a  matter  of  min¬ 
utes  and  their  effort  produces  results. 

Why  companies  choose  you:  We  know  there  are  other  CRM  offerings 
out  there.  Many  of  our  clients  have  tried  them,  but  were  disappointed.They 
choose  us  because  we  understand  the  publishing  industry  and  market 
needs.  We  are  about  forging  long-term  partner  relationships  with  our  cus¬ 
tomers,  making  sure  they  are  getting  vaiue,  answering  questions  immedi¬ 
ately  and  developing  customized  solutions,  when  needed. 

How  you  are  different:  We  are  focused  entirely  on  helping  newspaper 
media  companies  generate  more  ad  revenue  and  advertiser  success  sto¬ 
ries.  Also,  ASK-CRM  generates  positive  ROI  measured  in  days  or  weeks, 
"not"  in  months  or  years.  Just  ask  some  of  the  more  than  50  newspapers 
across  the  country  already  working  with  us! 


wave 

media  solutions 


Wave2  Media  Solutions 

1 14Turnpike  Road,  Suite  203,Westborough,MA01581 
Contact:  Brian  Gorman  Phone:  508-366-6383 
Email:  bgorman@wave2media.com 
Website:  www.wave2media.com 

Company  Profile:  AN  INTUITIVE  ADVERTSING  EXPERIENCE 

Wave2  Media  Solutions  is  the  leading  provider  of  self-service 
advertising  solutions  in  the  newspaper  market  today.  A  seven 
year  old  company  located  in  Boston's  high  tech  belt  Wave2's 
founders  and  employees  have  well  over  1 00  man  years  of 
newspaper  systems  experience.  Our  industry  leading  solution 
came  from  this  knowledge  base  as  well  as  the  valuable  input 
from  the  nearly  300  newspapers  that  use  our  software.  Wave2 
,  processes  hundredsof  millions  of  dollars  in  advertising  revenue 
every  year.  Our  solution  delivers  a  very  strong  ROI  with  savings 
and  increased  revenue  equal  to  3X  what  our  customers  invest 
every  year  they  use  our  software.  Rock  solid  in  its  performance 
and  scalable  to  the  largest  enterprise.  Come  and  see  what 
nearly  300  newspapers  already  know  -  Wave2  delivers  an  intu¬ 
itive  advertising  experience. 


Benefits  to  a  Newspaper:  Due  to  our  software's  intu¬ 
itive  design  our  customers  realize  a  much  lower  aban¬ 
donment  rate  on  their  self-serve  website.  Less  drop  offs 
mean  more  sales  with  exceptional  revenue  increases 
using  our  software  over  their  previous  e-commerce 
systems. 

•  Nearly  300  websites  and  growing 

•  Will  lower  your  self-serve  abandonment  rate 
increasing  revenue 

•  Provides  a  low  cost  of  ownership 

•  Drives  new  account  acquisition 

•  Delivers  a  very  strong  Return  On  Investment 

Why  companies  choose  you: 

•  Best  of  Breed  in  self-service  solutions 

•  Least  expensive  self-serve  enterprise  solution 

•  Cross  Media  capability  out  of  the  box 

•  Most  dependable  self-service  software  available 
today 

How  you  are  different: 

•  Most  flexible  solution 

•  Most  scalable 

•  Only  self-service  system  to  utilize  Adobe  InDesign 
Server 

•  Capable  of  publishing  any  type  of  print  or  digital  ad 
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By  Nu  Yang 

people@editorandpublisher.com 


t  David  Skok 

\  viser  to  the 
editor.  He  will  play  a  key  role 
in  defining  the  paper's  two 
online  brands  -  bg.com  and 
a  redesigned  boston.com.  In 
2009,  Skok  helped  launch 
Globalnews.ca,  the  online 
portal  for  one  of  Canada's 
largest  broadcast  news 
companies. 

Michael 
Coronado 

has  been 
named 
editor  of  the 
Riverside 
(Calif.)  Press-Enterprise. 
Coronado  was  a  reporter 
at  the  paper  from  2000 
until  leaving  to  work  for  the 
Orange  County  Register 
(Santa  Ana,  Calif.)  in  2004. 

He  replaces  Nels  Jensen,  the 
editor  and  vice  president  for 
news  at  the  Press-Enterprise 
for  the  past  two  years. 


Aaron 
Kotarek  has 

been  named 
vice  presi¬ 
dent  of  au¬ 
dience  de¬ 
velopment  at  the  Lexington 
(Ky.)  Herold-Leader.  He  will 
oversee  the  paper's  circula¬ 
tion,  distribution  and  audi¬ 
ence  growth  efforts.  Kotarek 
has  most  recently  been  vice 
president  of  circulation  and 
distribution  for  the  Press- 
Enterprise  in  Riverside,  Calif. 
He  also  has  worked  at  the 
Record  of  Stockton,  Calif.; 


Michael  H.  Bums  has  been  named  publish¬ 
er  of  the  Riverside  (Calif.)  Press-Enterprise. 
He  replaces  Ron  Redfem,  who  has  retired. 
Bums  had  been  senior  ^^ce  president  of 
sales  and  marketing  for  the  Orange  County 
Register  (Santa  Ana,  Calif.)  since  April  2012 
and  more  recently,  senior  vice  president 
of  revenue.  Previously,  Bums  served  as 
publisher  of  The  Gazette  in  Colorado  Springs, 
Colo,  and  as  a  director  of  sales  and  develop¬ 
ment  for  Gannett  Communitj'  Publishing  in 
McLean,  Va.,  and  Shreveport,  La. 

Henry  B.  Haitz  III  has  been  named  group 
publisher  and  president  of  Hearst  Con¬ 
necticut  Newspapers,  succeeding  Paul 
Farrell.  Haitz  wll  be  responsible  for  the 
operating  performance  across  Hearst’s 
netw'ork  of  media  companies  in  the  state, 
which  includes  four  dailies  and  seven 
weekly  newspapers.  Since  2006,  Haitz  was 
president  and  publisher  of  Tlie  State  Media 
Co.  in  South  Carolina.  From  2004  to  2006, 
Haitz  sen'ed  as  president  and  publisher  of 
The  (Bradenton,  Fla.)  Herald.  From  1996 
to  2003,  he  held  various  senior  manage¬ 
ment  positions  leading  up  to  being  named 
president  and  publisher  of  the  Centre  Daily 
Times  in  State  College,  Pa.  Earlier  in  his 
career,  Haitz  was  controller  of  the  Press- 


Telegram  in  Long  Beach,  Calif,  and  CFO 
of  Suburban  Newspapers  of  Greater  St. 
Louis,  controller  of  the  Morning  Journal  in 
Lorain,  Ohio,  and  business  manager  of  The 
Mercury  in  Pottstowm,  Pa. 

Jerrj'  Pj'e  has  been  named  publisher  of  The 
Panola  Watchman  (Carthage,  Texas)  and 
The  Marshall  (Texas)  News  Messenger.  Pye 
previously  served  as  publisher  of  the  Brown- 
wood  Bulletin,  Stephenville  Empire-Tribune 
and  Glen  Rose  Reporter.  Prior  to  that,  Pye 
worked  as  associate  publisher  of  The  Buf¬ 
falo  (Wyo.)  and  before  that  as  the  publisher 
of  the  Bastrop  (La.)  Daily  Enterprise.  Pye 
replaces  Bill  Holder,  who  has  retired  after 
23  years. 

The  Associated  Press  Media  Editors  or¬ 
ganization  has  announced  newly-elected 
members  to  its  board  of  directors  and 
installed  new  leadership.  Elected  to  at-large 
positions  were  Meg  Dowmey,  managing 
editor  of  The  Tennessean  in  Nashville; 
and  Thomas  Koetting,  deputy  managing 
editor  at  the  Milwaukee  Journal  Sentinel. 
Autumn  Agar,  editor  of  the  Twin  Falls 
(Idaho)  Times-News,  was  elected  to  repre¬ 
sent  small  newspapers;  and  David  Arkin, 
wee  president  of  content  and  audience  for 


68  I  K&P  I  FEBRUARY  2014 


editorandpublisher.com 


GateHouse  Media,  was  elected  to  repre¬ 
sent  online  media.  The  new  APME  officers 
are  president,  Debra  Adams  Simmons, 
editor.  The  Plain  Dealer  in  Cleveland;  vice 
president,  Alan  D.  Miller,  managing  edi¬ 
tor/news,  The  Columbus  (Ohio)  Dispatch-, 
secretaiy,  Teri  Hajt,  executive  editor  of 
GateHouse  Ohio  Newspapers  in  Canton, 
Massillon  and  New  Philadelphia;  and  jour¬ 
nalism  studies  chair,  Laura  Sellers-Earl, 
digital  development  director  for  the  EO 
Media  Group  in  Salem,  Ore.  The  treasurer 
is  Dennis  Anderson,  editor  of  the  Peoria 
(1\\.)  Jourruzl  Star. 

Steve  Petran  has  been  named  West  Coast 
sales  director  for  the  Newspaper  National 
Network  LP.  Based  in  Santa  Monica,  Calif., 
he  will  lead  NNN’s  Los  Angeles,  San  Fran¬ 
cisco  and  Hispanic  sales  teams.  Petran’s  ex¬ 
perience  includes  delivering  industry'  firsts 
to  national  advertisers  on  behalf  of  ESPN, 
The  Tennis  Co.,  New's  Corp.,  Time  Inc.  and 
Meredith  Coip. 

David  Leskuskj’  has  been  appointed 
president  of  North  American  Publishing 
Ct).  He  succeeds  Ned  Borowsl^',  who  be¬ 
comes  vice  chairman  of  NAPCO.  In  his  new' 
role,  Leskusky  will  assume  all  day-to-day 
operations  and  report  directly  to  Borowskj'. 
Leskusky  joined  NAPCO  in  1995,  most 
recently  sening  as  group  president  of 
NAPCO’s  Promo  Marketing  Group. 

Michael  Kelly  has  been  named  editor  at 
The  San  Angelo  Standard-Times  in  Texas. 
He  most  recently  sen'ed  as  the  paper’s 
metro  editor  and  watchdog  journalism 
advocate.  Previously,  Kelly  w'orked  at  the 
Albuquerque  Tribune  in  New'  Mexico. 

The  New  York  Times  has  announced  four 
appointments  to  its  advertising  depart¬ 
ment.  Michael  Zimbalist  has  been  named 
senior  vice  president,  ad  products  and 
research  and  development.  Zimbalist  has 
been  ov'erseeing  the  Times'  R&D  team  since 
2006.  Andy  Wright  has  been  named  senior 
vice  president,  adv'ertising.  In  this  role,  he 
will  lead  the  Times'  technolog)',  finance,  real 


estate  and  automotive  categoiy  teams.  He 
will  also  oversee  the  Times'  national  sales 
offices  in  San  Francisco,  Boston,  Chicago 
and  Detroit  and  the  Sunday  Magazine. 
Wright  w'as  most  recently  group  vice 
president  for  the  Times.  Lou  Fabrizio  has 
also  been  named  senior  vice  president.  He 
will  continue  to  oversee  the  Los  Angeles 
sales  office.  Fabrizio  was  most  recently  vice 
president.  He  has  been  with  the  Times  since 
1979.  Jean-Christophe  DeMarta  has  been 
named  vice  president,  global  advertising. 
DeMarta,  who  joined  the  International 
Herald  Tribune  (now'  the  International  New 
York  Times)  in  1999,  will  oversee  ad  teams 
across  Europe,  Asia  and  the  Middle  East. 

Vernon  Loeb  has  been  named  managing 
editor  of  the  Houston  Chronicle,  succeeding 
Steve  Proctor.  Most  recently,  Loeb  serv'ed  as 
metro  editor  of  the  Washington  Post.  From 
2007  to  2011,  Loeb  served  as  the  deputy 
managing  editor  for  news  at  The  Philadel¬ 
phia  Inquirer,  where  he  led  a  staff  of  more 
than  100  and  helped  direct  a  project  team 
that  won  the  Pulitzer  Prize  Gold  Medal  for 
Public  Service  for  its  inv'estigation  of  violence 
in  the  city’s  public  school  system. 

LawTence  Conneff  has  been  named  editor 
of  Bluffton  (S.C.)  Today.  Conneff  joined  the 
paper  as  a  sports  reporter  in  March  2012 
and  was  promoted  to  sports  editor  in  May. 
He  has  served  as  interim  editor  since  Oc¬ 
tober,  when  previous  editor  Kathy  Nelson 
became  director  of  audience/editor  at  The 
St.  Augustine  (Fla.)  Record.  Previously, 
Conneff  worked  from  2008-12  as  a  sports 
reporter  and  sports  editor  at  The  Courier 
Herald  in  Dublin,  Ga. 

Reuters  has  announced  several  leader¬ 
ship  changes.  Dayan  Candappa  has  been 
named  editor  for  the  Americas,  replacing 
Jim  Gaines,  w'ho  has  been  appointed  global 
editor  at  large.  In  his  new  role,  Gaines  will 
be  responsible  for  leading  Reuters’  editorial 
training,  internship,  diversity  and  coach¬ 
ing  initiatives.  He  will  continue  to  lead  the 
Global  Pictures  organization.  Editor  at 
large  Gary  Regenstreif  has  left  the  com- 


the  Savannah  Morning  News 
in  Georgia;  the  Dayton  Daily 
News  in  Ohio;  and  Thomson 
Wisconsin  Newspapers. 


John  Hu- 
menik  has 
been  named 
publisher  of 
the  Wis¬ 
consin 
State  Journal  in  Madison 
and  group  publisher  for  both 
divisions.  Humenik  also  will 
become  a  member  of  parent 
company  Lee  Enterprises 
Inc.'s  executive  team,  helping 
guide  50  daily  newspaper 
print  and  digital  operations 
in  22  states.  Humenik  suc¬ 
ceeds  William  Johnston,  who 
has  retired.  Most  recently, 
Humenik  served  as  president 
and  publisher  of  the  Arizona 
Daily  Star  in  Tucson. 


Debra 
Leithauser 

has  been 
named 
presi¬ 
dent  and 
publisher  of  the  Centre  Daily 
Times  (State  College,  Pa.), 
succeeding  Susan  Leath, 
who  left  the  paper  in  October 
2013.  Leithauser  has  been 
the  top  editor  at  McClatchy- 
Tribune  Information  Services 
since  May  2012.  Prior  to  that, 
Leithauser  spent  nearly  a 
decade  as  an  editor  at  The 
Washington  Post,  overseeing 
a  variety  of  print  and  digital 
content.  She  was  editor  of  the 
Post's  online  GoingOutGuide 
and  the  print  entertainment 
section  Weekend.  She  previ¬ 
ously  served  as  editor  of  The 
Washington  Post  Magazine. 
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^^ckie 
Holbrook 

has  left  her 
position  as 
managing 
editor  of  the 
Idaho  Press-Tribune  (Nampa, 
Idaho),  after  spending  more 
than  34  years  at  the  publica¬ 
tion,  Holbrook  started  her 
career  at  the  paper  right  after 
college,  She  spent  time  on  the 
education  and  aime  beats, 
and  then  served  as  opinion 
editor  and  city  editor,  before 
becoming  managing  editor  in 
1996,  She  serves  as  a  public 
information  officer  for  the 
city  of  Nampa, 


Leonard 
Woolseyhas 

been  named 
publisher  of 
The  Galves¬ 
ton  County 
(Texas)  Daily  News.  Woolsey 
succeeds  Patrick  Graham, 
who  has  resigned  after 
operating  the  newspaper 
since  August  2011,  Woolsey 
joins  The  Daily  News  from  the 
Times- Georgian  in  Carroll¬ 
ton,  Ga,,  where  he  served  as 
president  and  group  publish¬ 
er  for  a  group  of  newspapers 
and  magazines  around  the 
Atlanta  market. 


Brad  Den¬ 
nison  has 
been  named 
senior  vice 
president 
of  publish¬ 
ing  for  GateHouse  Media 
Inc,  Most  recently,  Denni¬ 
son  served  as  regional  vice 
president  of  the  large  daily 
division  since  January  2012. 


pany  after  more  than  two  decades. 

Josh  A^vt^>'  has  been  named  vice  presi¬ 
dent  and  executive  editor  of  the  Carolina 
region,  overseeing  editorial  content  for 
the  Asheville  (N.C.)  Citizen-Times  and  The 
Greenville  (S.C.)  News.  Awtrj'  most  recentlj' 
serves  as  executive  editor  at  the  Fort  Collins 
Coloradoan,  a  position  he  has  held  since 
2011.  Av^tiy  began  his  journalism  career  at 
The  Independent  in  Grand  Island,  Neb.,  as 
an  entertainment,  graphics  and  copy  editor. 
He  spent  three  years  as  design  director  at 
the  Sun  News  in  Myrtle  Beach.  S.C.,  then 
went  back  to  Grand  Island  as  managing 
editor/presentation. 

Jason  Maddux  has  been  named  executive 
editor  of  The  Sentinel  in  Carlisle,  Pa.  He 
most  recently  served  as  editor  of  the  Portage 
Daily  Register  in  Wisconsin.  In  his  career, 
he  has  held  the  titles  of  editor,  associate 
editor,  managing  editor  and  online  editor 
for  papers  in  Ohio  and  Wisconsin.  Prior  to 
mowng  to  Wisconsin,  he  was  the  editor  of 
the  Zanesville  (Ohio)  Times  Recorder. 

The  Guardian  Media  Group  has  announced 
a  series  of  executive  management  changes. 
David  Pemsel  has  taken  on  the  newly-cre¬ 
ated  role  of  deputy  chief  executive,  GNM. 
Pemsel  will  assume  overall  responsibility 
for  all  commercial  operations  in  the  U.K., 
the  U.S.  and  Australia.  Most  recently,  he 
served  as  chief  commercial  officer.  Tony 
Danker,  who  most  recently  led  the  launch 
of  Guardian  Australia  and  continues  to  lead 
the  International,  Rights  and  Sjmdication 
teams,  has  been  named  director,  interna¬ 
tional  and  partnerships.  Michael  Bloom, 
CEO,  Guardian  U.S.,  has  left  the  company 
to  pursue  other  opportunities. 

Chris  Weston  has  retired  as  managing 
editor  of  The  Greenville  (S.C.)  News,  after 
serving  37  years  at  the  newspaper.  Weston 
aixived  at  TheNexvs  in  1976  as  a  regional 
reporter  and  later  was  named  a  special  as¬ 
signments  \\Titer.  He  worked  in  Columbia 
as  a  state  capital  correspondent  for  five  years 
and  then  in  the  nation’s  capital  as  a  Wash¬ 


ington  correspondent  for  three  years.  He 
returned  to  Greenville  as  special  projects  edi¬ 
tor  and  headed  up  a  team  that  won  national 
investigative  reporting  awards  and  produced 
work  that  was  a  finalist  for  the  1992  Pulitzer 
Prize  for  investigative  reporting. 

David  Dixon  has  retired  as  editor  of  The 
Gleaner  in  Henderson,  Ky.  after  nearly  four 
decades  in  the  newsroom.  Dixon  joined 
the  paper  in  1976  as  a  general  assignment 
reporter.  After  a  short  stint  as  news  editor, 
he  took  on  the  role  of  managing  editor  in 
charge  of  the  day-to-day  production  of 
news  for  more  than  a  quarter-century.  He 
became  editor  in  2007. 

Dan  Morain  has  been  promoted  to  edito¬ 
rial  page  editor  at  The  Sacramento  Bee. 

He  most  recently  served  as  a  senior  editor 
and  weekly  columnist  tvith  the  paper  and 
covered  topics  ranging  from  political  affairs 
to  the  emdronment.  Before  joining  the  Bee 
four  years  ago,  Morain  was  a  staff  writer  at 
Los  Angeles  Times. 

Harrj’  Jenkins  has  been  named  senior  vice 
president  of  digital  for  GateHouse  Media 
Inc.  and  will  lead  the  company’s  efforts  to 
strengthen  and  grow  across  all  digital  plat¬ 
forms.  Jenkins  worked  three  years  with  The 
Walt  Disney  Co.  as  rice  president  of  soft¬ 
ware  production  at  Disney  Interactive.  He 
then  worked  v^dth  Scripps  Network  for  six 
years  as  rice  president  of  emerging  media 
and  new  ventures.  Jenkins  most  recently 
worked  with  DIRECTV. 

David  Cruz  has  been  named  editor  of  the 
Norw'ood  News  (Bronx,  N.Y.).  He  previ¬ 
ously  served  as  a  reporter  and  photo  editor 
at  the  Bronx  Times.  Cruz  has  also  served  as 
a  producer  at  WCBS-AM  (New  York,  N.Y.) 
and  an  assignment  desk  editor  at  News  12 
The  Bronx. 

Andrew  Potter  has  been  named  editor  at 
The  Ottawa  Citizen  (Ontario,  Canada).  He 
previously  served  as  managing  editor  at  the 
publication  and  a  public  affairs  columnist  at 
Maclean’s  magazine. 
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manroland 

web  systems 

manroland  web  systems  Inc. 

800  East  Oak  Hill  Drive, 

Lisle,  IL  60532 

Phone:(630)920-5850 
Fax:  (630)  920-5851 
eMail:  denise.lease@ 
manroland-web.com 

Website: 

www.manroland-web.com 


How  you  are  different: 

manroland  web  systems  has  a  repu¬ 
tation  for  excellence,  but  also  take 
into  consideration  the  financial 
needs  and  constraints  of  our  cus¬ 
tomers.  We  are  willing  to  take  no- 
nonsense,  innovative  approaches  to 
installations,  upgrades, and  retrofits, 
allowing  our  customers  to  make  ad¬ 
vances  to  their  operations  without 
interrupting  production,  and  moving 
forward  with  a  custom-made  plan  to 
lessen  the  impact  on  capital  budgets. 


Company  Profile; 

manroland  web  systems,  based  in  Augsburg,  Germany  is 
part  of  the  Lubeck-based  Possehl  Group.  Ground-breaking 
technology  and  a  strong  focus  on  service  are  the  princi-  T ' 
pies  that  guide  manroland  web  systems. With  our  spec- 
trum  of  services  and  a  100%  customer  focus,  we  provide 
the  added  value  that  helps  ensure  its  customers'  success. 

A  worldwide  sales  and  service  network  markets  printing 

equipment,  pressroom  products,  software  products,  and  workflow  management  systems. man¬ 
roland  web  systems  has  utilized  the  expertise  of  an  experienced  engineering  team  to  create  in¬ 
novations  in  industrial  digital  four-color  printing  in  the  graphics  industry  and  innovative 
industrial  digital  finishing  equipment  for  publishing  and  commercial  markets. 

Benefits  to  a  Newspaper; 

The  complete  service  spectrum  of  manroland  web  systems  is  one  of  the  broadest  in  the  market, 
print.services  provides  customized  24/7  service  and  maintenance  packages,  plus  integrated 
services  and  training  measures.The  portfolio  includes  a  certified  range  of  pressroom  products 
(printcom.web)  as  well  as  software  products  and  workflow  management  systems  (print.net- 
work).The  company  provides  consultancy  services  covering  all  aspects  of  investment  and  build¬ 
ing  planning,  organization,  management,  systems  engineering,  and  process  optimization. 

Why  companies  choose  you; 

•  Over  1 50  years  of  engineering  leadership  in  the  newspaper  industry 

•  Reputation  for  the  highest  quality  print  technology  for  newspapers 

•  A  full  portfolio  of  solutions  for  all  levels,  including  cutting-edge  service  and 
automation  packages 

•  Innovative  digital  finishing  products  to  maximize  product  possibilities  for  digital 
newspaper  printing 

•  Consultative  services,  for  newspapers  looking  to  either  outsource  their  print 
operations,  or  invest  in  equipment  to  take  on  outsource  work 
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Benefits  to  Newspaper:  4%  to  5%  Response 

There  is  one  bright  spot  in  paid  subscription  solicitation  being  used  by  some  of  the 
most  successful  daily  and  weekly  newspapers  we  work  with.  Recently  many  of  our 
larger  daily  and  smaller  weekly  newspaper  clients  have  called  on  us  to  develop  an 
all-in-one  paid  subscription  insert/mailer  for  this  purpose. 

As  we  manufacture  various  formats  for  different  clients,  we  have  come  to  understand 
the  same  product  can  serve  two  purposes.The  all-in-one  paid  subscription  insert/mailer 
showcases  a  traditional  insert  offer  but  includes  a  postage  paid  return  envelope.The 
right  offer  immediately  closes  the  deal  as  the  customer  can  take  advantage  of  the  offer 
and  mail  their  subscription  payment  in  one  step. 

The  Benefits: The  BRE  is  a  call  to  action 

Typically  the  direct  response  mailer  format  is  run  in  lower  quantities.  Combining  the 
newspaper  insert  fold  format  with  the  mailer  allows  for  a  greater  print  volume  discount. 
The  mailer  can  be  printed,  finished,  addressed,  and  sorted  in-line  as  a  single  production 
step  for  the  best  potential  economy.This  smaller  press  run  can  be  combined  with  the 
newspaper  insert  version,  produced  at  the  same  time  as  a  single  machine  production 
run.  Often  times,  a  simple  construction  change  is  made  to  extend  the  flap  to  make  this 
form  a  better-nested  fit  for  the  mechanical  insertion.  Many  customers  use  the  all-in-one 
paid  subscription  insert/mailer  throughout  the  year  and  adjust  the  end  use  or  offer. 

Success  Stories:  There  are  many 

Larger  daily  newspapers  and  local  weekly  newspapers  have  embraced  the  all-in-one 
paid  subscription  insert/mailer  model  to  boost  their  subscriber  volume. 

The  Los  Angeles  Newspaper  Group  used  the  all-in-one  paid  subscription  insert/mailer 
to  reach  potential  paid  subscribers  by  inserting  it  into  all  of  the  newsstand  copies. They 
offered  a  Target  gift  card  to  subscribers  opting  to  sign  up  for  the  EX  Pay  option  and 
converted  many  paying  subscribers. 

A  New  York  Newspaper  highlighted  the  TV  Week  weekly  listings  supplement  when 
they  used  the  all-in-one  paid  subscription  insert/mailer  for  an  annual  subscription  offer 
they  did  in  2010. 

The  Eagle-Tribune  in  Massachusetts  used  the  all-in-one  paid  subscription 
insert/mailer  both  as  an  insert  and  as  a  mailer  when  they  offered  an  opportunity  to  enter 
to  win  a  $1,000  grocery  giveaway  at  local  grocery  stores.Their  order  consisted  of  951,000 
pieces,  50,000  of  which  were  constructed  as  mailers. 


B&W  Press,  Inc. 

Contact: 

Dan  Kimball  /  Sales 


Phone: 

978-352-6100 

Fax: 

978-352-5955 

E-mail: 

CSR@bwpress.com  or 
Dkimball@bwpress.com 

Website: 

www.bwpress.com 


Who  We  Are 

B  &  W  Press  (privately 
owned, 48  years  in  business) 
is  a  G7  Master  Printer. 
Low-cost  Newspaper  inserts 
with  built-in  envelope  for 
prepaid  subscriptions, 

Direct  mail  formats  for  your 
circulation  prospects/reacti¬ 
vation  programs.  Offer 
advertisers  inserts  with 
direct  response  envelope! 
Printing,  manufacturing, 
mailing  under  one  roof! 


For  Information:  Contact  our  Customer  Service 

Paul  Beegon  -  Sales  Russ  Beegan  -  Sales  Thom  Laycock  -  CSR 

Dan  Kimball -Sales  KarenTalbott- Marketing  Jan  Gustlson  -  CSR 


Beth  Sullivan  -  Telemarketing 


.com 


Newspapers.com 

355  South  520  West, 

Suite  250, 

Lindon,  UT  84042 

Contact:  Brent  Carter, 
Director  of  Business 
Development 
Phone:801-494-6527 
Fax:  801-494-6490 
E-mail: 

bcarter@newspapers.com 

Website: 

www.newspapers.com 

Company  Profile 

Newspapers.com  is  a  business  unit  of 
Ancestry.com  and  is  the  online  home  of 
51+ million  pages  of  historical 
newspapers  from  more  than1900 
newspapers  from  around  the  United 
States  and  beyond.  The  site  serves  the 
genealogy  community  by  making  it 
easy  and  convenient  to  search  or 
browse  the  collection  for  news,  notices 
of  births,  marriages  and  deaths,  sports, 
comics  and  much  more. 
Newspapers.com  partners  with 
archives  and  publishers  across  the 
country  to  digitize  millions  of  pages 
each  month  through  its  customized 
Powered  by  Newspapers.com  solution. 


Benefits  to  a  Newspaper 

•  Uniquely  position  a  newspaper  to  increase  revenue  from  its  archive. 

•  Offer  a  no-cost  solution  to  the  digitization  and  monetization  of  historical 
newspapers  through  a  highly  favorable  partnership. 

•  Allow  a  newspaper  to  sell  digitized  and  indexed  images  directly  into  the 
consumer  market,  make  it  part  of  your  bundle,  introduce  it  as  a  new  product, 
or  integrate  it  directly  into  an  article. 

•  Help  your  archives  come  to  life  on  Newspapers.com's  state  of  the  art  site, 
including  a  high-tech  image  viewer  and  an  easy  way  to  save  and  share  your 
discoveries. 

•  Removes  the  barriers  to  researching  historical  articles  and  allows  journalists 
to  simply  search  the  archive  by  topic,  name,  date,  or  place. 

•  Enrich  your  stories  with  the  historical  context  that  can  be  found  in  this 
mountain  of  historical  information. 

Why  companies  choose  you 

Newspapers.com  brings  new  ideas  and  customized  solutions  to  historical 
newspapers.  The  unique  alignment  of  goals  between  newspapers  and  genealogy 
results  in  an  arrangement  that  is  truly  a  win-win  proposition. 

How  you  are  different 

•  Highly  motivated  and  engaged  in  marketing  and  monetizing  newspaper 
archives  for  publishers 

•  Will  work  hand-in-hand  to  find  the  right  solution  to  add  the  most  value  to  the 
customer 

•  Focus  on  customer  engagement  and  interaction 


THE  TIMES 


Headline  from  Mar  24, 1976  Popular  Editions  of  The  Times 
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Southern  Lithoplate,  Inc. 

P.O.  Box  9400 
Wake  Forest,  NC  27588 

Contact: 

Steven  Mattingly 
Senior  Vice  President  of  i 

Sales  &  Marketing  I 

Phone:800-638-7990  ! 

Fax:919-554-0786  i 

Email:  SMattingly@slp.com 
Website:  w\A/w.slp.com 

Who  We  Are 

Southern  Lithoplate,  Inc.  is  the  pre¬ 
ferred  provider  of  digital  lithoplates, 
prepress  and  pressroom  service/support, 
with  the  full  spectrum  of  prepress  and 
pressroom  technologies  for  newspaper  j 
and  commercial  publishing.  Head¬ 
quartered  in  North  Carolina  with 
manufacturing  plants  in  North  Carolina 
and  Michigan,  Southern  Lithoplate  is  a 
steadily  growing,  privately  held, 
American-owned  company.  We  offer 
high-quality  printing  plates  that  are 
compatible  with  thermal  and  violet 
computer-to-plate  (CtP)  platesetters. 
Southern  Lithoplate  innovation  boosts 
print  profitability  today  and  into  the 
future. 


Southern 

Lithoplale 

X  IMf,. 


Benefits  to  a  Newspaper 

No  matter  what  kind  or  volume  of  offset  printing  you  produce,  our  customized 
solutions  can  lift  your  operation's  profits.The  best  technology,  performance  and 
service  allow  you  to  enhance  throughput,  increase  ad  revenue  and  generate  more 
commercial  work.  Proven  Replica  HSV  and  Replica  HSV  ECO  LVC  violet  plates  and 
market  share-leading  Viper  830®  and  Viper  830 TPX  thermal  plates  deliver 
commercial  quality  at  newspaper  prices.  Combining  best-in-class  digital  plates  with 
sophisticated  workflow  software,  CtP  devices  and  color  management  tools  gives  you 
new  ways  to  succeed. 

Why  Companies  Choose  Us 

Southern  Lithoplate  digital  plates  are  durable  and  long  lasting.They  exhibit  superb 
flexibility  and  control.  Your  presses  will  print  efficiently,  and  you'll  achieve  the  desired 
run  lengths.The  dot  structure  is  sharp  and  precise,  producing  clear,  crisp  images. 
Issues  with  banding  will  be  a  distant  memory.  Faster  makereadies,  shorter  time  to 
color  and  minimal  waste  will  add  up  to  pressroom  savings. 

How  We  Are  Different 

Southern  Lithoplate  is  the  only  digital  plate  company  operating  fully  integrated  and 
automated  high-speed  plate  manufacturing  lines  within  redundant  facilities.  In  the 
past  few  years,  we've  acquired  3M  and  lmation's,Citiplate's  and  Konica  Minolta's 
manufacturing  assets  and  intellectual  property. Our  patent  portfolio,  developed 
within  the  Southern  Lithoplate  organization,  encompasses  plate  coating,  graining 
and  manufacturing  technologies.  Expert  field  technical  expertise  and  24/7/365 
support  continue  to  earn  and  keep  customers' trust. 

Our  Strategic  Alliance  partnerships  with  pioneers  in  CtP,  workflow  systems,  color 
and  ink  management  solutions  and  notch-bend  equipment  achieve  unprecedented 
results.Together,  we  provide  easy-to-implement  solutions  and  a  depth  of  service  that 
can't  be  duplicated.The  Strategic  Alliance  partners' sales  and  business  development 
expertise  help  your  sales  teams  attain  their  goals. 

Testimonial/Current  Clients 

"Our  newspaper  and  commercial  customers  have  high  quality  expectations,  and 
Southern  Lithoplate  works  with  us  to  achieve  our  goals," said  Steve  Infinger,  director 
of  operations  at  The  Villages  (Fla.)  Daily  Sun.  Specializing  in  four-color,  spot-color  and 
black-and-white  printing  of  minitabs,  tabloids  and  broadsheets,  the  Daily  Sun 
produces  award-winning  quality  using  Viper  830  plates."We  have  great  confidence 
in  the  consistency  of  their  products  and  the  reliability  of  their  technical  support. 
Proper  dot  gain  is  a  big  part  of  maintaining  good  reproduction.  Southern  Lithoplate 
has  helped  ensure  that  the  dot  gain  is  correct  for  our  plates.  If  we  have  any  questions 
or  problems,  the  service  response  is  quick  and  helpful." 
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Company  Profile 

Points  Mentioned  is  a  service  created  by 
Our-Hometown,lnc,a  company  that 
has  been  helping  the  newspaper 
industry  for  fifteen  years  by  providing 
turnkey  digital  publishing  solutions  to 
community  newspapers.  The  company 
has  always  focused  on  making  it  as 
easy  as  possible  for  the  publisher  to  get 
all  their  print  content  online. 

For  the  past  year,  the  company  has 
been  collaborating  with  the  newspaper 
industry  to  develop  Points  Mentioned,  a 
service  that  automatically  creates  maps 
for  news  articles  whenever  a  location  is 
mentioned  in  a  story.The  company  is 
quietly  rolling  out  the  service  to 
community  news-paper  websites  as 
part  of  an  open  beta  trial. 

"Software  is  in  our  DNA,and  we  were 
raised  on  newspapers" explains  Matt 
Larson,  director  of  business  develop¬ 
ment  for  Our-Hometown.  Points 
Mentioned  was  borne  from  this 
combination  and  continues  its  heritage 
of  supplying  innovative  digital 
solutions  for  the  industry. 


IN  STORY  MAPS 


Benefits  to  a  newspaper 

Points  Mentioned  is  the  easiest  way  to  create  interactive  maps  for  news  articles. 
The  service  works  through  an  automated  mapping  widget,  which  is  easily 
installed  on  any  newspaper  website.  When  a  story  is  first  published,  the  widget 
scans  the  page  for  location  information  using  a  natural  language  processing 
algorithm.  Once  any  locations  in  the  story  are  identified,  the  widget  creates  a  map 
with  pins  for  each  point  mentioned.These"in  story"  maps  first  appear  as  a  small 
preview  icon,  which  expand  to  a  full  size,  interactive  map  when  clicked. 

This  is  a  three  tier  value  proposition  to  newspapers.  First,  automatically  having  a 
map  appear  on  news  articles  will  drive  reader  engagement  and  bring  a  whole 
new  dimension  to  your  stories.The  maps  highlight  the  geographic  context  of  the 
article  and  immediately  answer  the  question,"where's  the  story?" 

Secondly,  the  data  that  is  collected  can  be  used  by  reporters  for  research  and  to 
create  new  interactive  storytelling  tools."Global  maps"for  example,  can  easily  be 
created  to  display  points  from  many  different  articles,  enabling  readers  to 
discover  local  news  on  a  map. 

And  third,  an  innovative  mobile  app  called  "News  Bayou"  will  provide  a  feed  of 
geotagged  stories,  enabling  readers  to  discover  hyperlocal  news  about  their 
communities  and  neighborhoods.  Once  launched,  the  app  will  generate  traffic 
and  subscription  revenue  for  newspaper  websites  by  directing  mobile  readers  to 
news  articles  based  on  their  current  location. 

Learn  more  at  www.pointsmentioned.com 


Contact:  Matthew  Larson, 
Director  of  Business 
Development 
Phone:315-294-5735 

Email: 

mcl@our-hometown.com 

Website: 

PointsMentioned.com 
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Alliance  for 
Audited  Media 
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Star-Advertiser  Readership _ 

A  week  in  print  and  a  month  online  with 
the  Star-Advertiser  reaches  75%  of 
Oahu  adults. 
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Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kristina. Meinig@auditedmedia.coni 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members, the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

Show  advertisers  your  local  audience  reach  with  an  AAM  audit.  From  insert  verifica¬ 
tion  to  website  traffic  audits,  AAM's  innovative  audit  services  allow  newspapers  to 
show  potential  buyers  trusted  data  about  their  audiences  and  reach  in  their  distinct 
markets. 

We  offer  an  array  of  products  and  services.  AAM's  Media  Intelligence  Center  is  the 
source  for  media  buyers  to  access  reliable  cross-channel  newspaper  data.This  state- 
of-the-art  database  now  contains  data  for  nearly  2,000  newspapers  that  are  members 
of  AAM  or  the  Certified  Audit  of  Circulations.  AAM's  Consolidated  Media  Report,  or 
CMR,  provides  a  comprehensive  view  across  a  newspaper's  print  and  digital  products. 


Testimonial 

Media  buyers  are  supporting  the  CMR.  Chris  Cope, founder/president  and  CEO  of  ACG- 

Media  and  chairman  of  AAM's  Newspaper  Buyers' Advisory  _ 

Committee  believes  the  CMR  is  a  tool  to  efficiently  evaluate  a 
newspaper's  cross-channel  audience. 

"It's  valuable  to  see  multiple  channels  in  a  single  document  so 
we  have  a  comprehensive  picture  of  what  we're  evaluating," 

Cope  said."We  can  also  see  where  one  medium  can  comple¬ 
ment  and  enhance  the  effectiveness  of  another. This  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions."  chri$cope,CEOofACGMediaand 

chairman  of  the  AAM  Newspaper 

.  Buyers' Advisory  Committee 

Success  Story 

The  Honolulu  Star-Advertiser  released  its  first  CMR  in  201 1  and  continues  to  expand 
its  report  as  its  brand  evolves.The  report  now  includes  a  variety  of  print,  digital  and 
audience  data,  including  readership  charts  that  have  helped  integrate  the  CMR  into 
their  sales  strategies. 

"Initially  the  CMR  gave  us  an  opportunity  to  bring  together  our  products," said  Dave 
Williams,  vice  president  of  circulation  for  the  Star-Advertiser."Most  importantly,  it  gave 
our  ad  reps  a  credible  report  of  our  product  line  that's  been  audited.  We've  added  a  lot 
of  the  products  in  the  last  year.The  CMR  gives  us  the  flexibility  to  be  able  to  add  those 
in  a  concise  format,  using  the  AAM  brand  to  support  the  quality  of  reporting.  It's  con¬ 
cise.  It's  a  one-stop  shop.  And  it  adds  the  credibility  because  every  number  on  there  is 
audited.  I  think  the  CMR  raises  the  bar  for  us." 


ICANONi 


Contact; 

Sales  .-.  Ph:  1-800-544-4450  E-mail: 
sales@icanon.com  Website:  newzware.com 

Who  we  are  and  what  we  do  - 

ICANON  is  a  privately  held  company  centrally  lo¬ 
cated  in  the  Northeast  Business  Corridor  near  Phila¬ 
delphia,  Pennsylvania.  Regardless  of  application,  data 
management  is  a  core  competency  with  ICANON 
since  its  formation  in  1990. 

Newzware  is  an  established  legacy  of  circulation, 
advertising,  production,  financial,  editorial  software 
and  professional  service  solutions  for  the  publishing 
industry.  Newspaper  and  media  professionals  rely  on 
timely  and  reliable  processes  to  efficiently  manage 
the  production  and  financial  workflow,  leaving  valu¬ 
able  time  for  creativity  and  thoughtful  management 
of  new  industry  challenges.  Newzware,  as  a  division 
of  ICANON  Associates,  provides  the  software  solu¬ 
tions  to  manage  the  former  and  the  customer  support 
to  assist  with  the  latter.  Newzware  users  obtain  and 
share  information,  manage  their  resources,  generate 
revenue  and  remain  productive  all  within  the  protec¬ 
tive  framework  of  Newzware  Software  Solutions. 
Most  importantly,  our  Newzware  users  develop  a  real 


AJNewzwore 

A  Division  of  ICANON 

comfort  in  the  knowledge  that  we  are  there  when  they  need 
us.  Newzware  support  is  unmatched  in  the  industry. 

Benefits  to  you  as  a  Media  Company  - 

The  new  media  publishing  industry  is  a  marvel  of  evolution 
and  we  face  disruptive  changes  that  challenge  traditional  pub¬ 
lishing  methods.  Your  customers  are  getting  their  information 
in  new  ways,  how  will  you  compete? 

Newzware  is  a  cost-effective  evolutionary  platform  that  will 
help  you  produce,  assemble,  deliver  and  profit  from  your  ef¬ 
forts  in  the  modern  publishing  age.  ICANON  believes  that 
you  need  only  invest  in  these  software  tools  one  time.  The 
software  vendor  should  be  stable  and  responsible  for  keeping 
their  product  current  with  technology  advances  and  meeting 
the  demands  of  its  customer  base.  That  is  why  all  Newzware 
Customers  under  Maintenance  Contract  continue  to  receive 
all  Newzware  license  upgrades  at  no  additional  cost. 

Innovations  such  as  web  portals  for  customer  interaction, 
digital  paid  content  management,  integrated  &  optimized 
mapping,  demographic  import  and  export  facilities  and  ex¬ 
pansive  reporting  are  all  internal  features.  Call  us  today  to 
discuss  your  future — 800  544-4450 


PuzzleFlow 

25000 Trans-X,  Novi,  Ml  48275 

Contact:  Kern  Kuipers 
Phone:248-412-8810 
email:  sales@puzzleflow.us 
Website:  www.puzzleflow.com 

Who  We  Are: 

PuzzleFlow  Solutions  is  a  rapidly  growing  U.S.  based  com¬ 
pany  with  a  novel  approach  to  newspaper  prepress  pro¬ 
duction  -  an  approach  that  focuses  on  speed  and  quality, 
through  the  intelligent  application  of  the  latest  software 
innovations  and  automation  strategies.  We  believe  that 
quality  and  efficiency  are  achieved  by  automating  proce¬ 
dures  like:  image-toning,  ad  and  page  resizing,  problem 
file  fixing,  page  pairing,  ink  optimization,  web-growth  and 
fan-out  compensation,  and  post-production  file  distribu¬ 
tion;  while  making  it  quick  and  easy  for  knowledgeable 
operators  to  review,  verify  and  -  only  when  necessary  -  in¬ 
tervene  in  the  automated  flow  of  electronic  files  through 
the  production  process  to  the  press  and  beyond. 


How  We  Are  Different: 

With  our  own,  continuously  updated  PDF  library  and  ex¬ 
clusive  innovations  like  ad  pre-processing  (designed  to 
reduce  or  eliminate  make-good  credits  and  reprints),  we 
offer  enterprise  solutions  for  large  papers  and  groups  - 
like  Gannett's  national  production  consolidation  -  and 
feature-rich  individual  solutions  for  even  very  small  pa¬ 
pers  -  like  the  Brooklyn  Exponent  in  Brooklyn,  Michigan. 
PuzzleFlow  Solutions  are  kept  up-to-date  through  our 
upgrade  inclusive  support  program,  to  properly  process 
today's  files  and  be  ready  for  tomorrow. 

Benefits  to  a  Newspaper: 

Just  as  automation  and  new  technologies  have  im¬ 
proved  production  speed  and  quality  in  the  press  room, 
the  latest  software  systems  can  increase  production  and 
quality  in  file  creation,  management  and  prepress  pro¬ 
duction.  PuzzleFlow  Solutions  offer  automation  and 
streamlining  of  production  tasks  including  image  ton¬ 
ing,  acquisition  of  ads  and  pages  from  external  sources, 
like  FTP  sites,  and  distribution  of  files  for  placement  and 
output;  automated,  advanced  file  preflighting  and  pre¬ 
fixing  (auto-correction  for  wrong  color  separations,  size, 
position,  rotation,  hairlines,  transparencies,  etc.);  auto¬ 
mated  page  pairing  with  support  for  double-trucks, 
dinkies  and  other  newspaper  requirements;  output 
management,  load  balancing,  post-production  file  dis¬ 
tribution,  archiving,  and  more. 


Business  Directory 


AutoConX  Systems 
Contact:  Trisha  Snow 
Phone:  1-888-908-4051 

Email: 

trisha@autoconx.com 

Website: 

www.autoconx.com 

Company  Profile: 

AutoConX  is  a  complete 
white  label  Automotive 
Vertical  Solution  offering  a 
robust,  yet  affordable  ver¬ 
tical  platform  that  will  put 
publishers  in  the  driver's 
seat  with  local  dealers.The 
entire  system  is  designed 
by,  and  for  print  publish¬ 
ers.  It  is  also  the  digital 
platform  for  its  parent 
company:  Digital  Commu¬ 
nity  Holdings,  Inc. 
(http://www.DCH.com). 


AutoConX* 

S  Y  S  T  t  M  S 


Benefits  to  a  Newspaper: 

AutoConX  Systems  can  help  combine  locally  trusted  brand 
(print  publications)  with  all  the  digital  solutions  dealers 
want  and  need  with  the  feature  rich  platform  which  in¬ 
cludes  Premium  Dealer  Directory  listings,  SMS  Text  messag¬ 
ing  platform,Toll-free  tracking  phone  tools.  Social  Media 
upsells,Turn-key  Dealer  Responsive  Design  websites.  Re¬ 
verse  publishing  Web  to  Print  tools  and  much  more. 


Why  companies  choose  you: 

We  offer  a  complete  Automotive  Vertical  Solution  that  is  designed  by  and  for  print 
publishers.  With  our  multiple  upsells  -  we  give  our  publishers  the  opportunity  to  bun¬ 
dle  their  print  product  with  unique  online  upsells  which  link  their  automotive  vertical 
directly  to  their  print  publication. 

How  you  are  different; 

AutoConX  has  a  dedicated  in-house  Call  Center.  We  do  the  connections  for  you!  Auto¬ 
ConX  understands  how  to  target  our  newspapers  best  customers  using  its  proprietary 
methods  to  develop  data  bases.  Using  our  in-house  Call  Center  -  We  connect  with 
dealers  in  your  market  directly  to  incorporate  their  data  feed  into  the  system  for  you. 
Using  these  resources  will  maximize  your  market  potential  with  more  live  inventory 
data  feeds,  and  a  decreased  time  to  market  which  equals  an  increase  in  revenue  po- 
tential.The  call  center  team  generates  leads  and  passes  qualified  opportunities  to  our 
publishers.This  is  a  FREE  service  provided  to  our  publishers  when  signing  up  with  our 
solution! 


ArchlvelnABo^^ 


Archive  In  A  Box  Website: 

Contact:  Mike  King  www.Archh 

Phone:360-427-6300 
E-mail:  king@smalltownpapers.com 


Website: 

www.ArchivelnABox.com 


Who  We  Are 

ArchivelnABox^'^  is  the  newspaper  scanning  service 
from  SmallTownPapers™.The  service  includes 
everything  —  shipping  &  logistics,  high  resolution 
scanning,  digital  copies,  hard  drives,  and  online 
hosting.  You  own  and  control  the  scans.  Work  on 
your  schedule  and  budget  with  no  contract 
commitment  -  it's  pay-as-you-go. 

How  would  a  newspaper  benefit  from 
your  product  or  service? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Digital  copies  preserve  your 
archive  and  make  them  accessible. Contact  us  today. 


TURN  WjTRIBUilON  CHALLLNGLS  INIO 

BUSINESS  OPPORTUNITIES 


Publishers  Circulation  Fulfillment,  Inc.  (PCF) 
Contact:  Sales  Phone:  1-877-723-6668 
E-mail:  sales@pcfcorp.com 
Website;  www.pcfcorp.com 

Company  Profile 

For  30  years,  PCF  has  been  the  proven  leader  in  all  operational  aspects  of  print  distri¬ 
bution  for  some  of  the  country's  major  newspapers.  As  one  of  the  largest  home  delivery 
and  distribution  service  providers  in  the  United  States,  PCF  helps  publications  of  ail  sizes 
reduce  costs,  expand  or  maintain  their  delivery  footprint,  and  stabilize  service  to  improve 
subscriber  retention.  PCF  has  the  unrivaled  depth  of  knowledge  and  expertise  needed  to 
successfully  support  print  distribution  operations  in  today's  ever  changing  landscape. 

With  PCF  as  a  partner, publishers  can  offload  daily  operational  headaches,and  refocus 
resources  on  managing  results  and  pursuing  growth. 

Benefits  to  a  newspaper 

PCF  offers  a  broad  range  of  services  and  solutions  to  support  growth  and 
operational  efficiency. 

Delivery  Services  include  a  range  of  scalable,  affordable  delivery  options,  serv¬ 
ing  a  wide  range  of  printed  media  -  including  dailies,  weeklies,  newspapers,  mag¬ 
azines,  free  publications,  Sunday  Select  and  more.  PCF  serves  more  delivery 
options  than  ever,  including  single  copy  and  bulk,  total  market  coverage,  select 
market  coverage,  zoned  delivery,  and  of  course,  traditional  home  delivery. 

Call  1-877-PCF-6668  to  find  out  more  or  visit  us  at  www.pcfcorp.com 


E&P  CLASSIFIED  ADVERTISING 


Phone:  800-887-1615 


E-mail:  classifiedsta'editorandpublisher.com 


Fax:  866-605-2323 


Appraisers 


Appraisers 


Display  Racks 


Display  Racks 


Brokers 


Brokers 


Publications  For  Sale 


Publications  For  Sale 


editorandpublisher.com 
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INLAND 


NEWSPAPCT  IMCHINERY  LLC 


Please  tell  them  you  saw  It  In  EL^P 


K  &  I’  1  FEBRUARY  2014 


editorandpublisher.com 


Phone:  800-887-1615 


E©P 


Fax:  866-605-2323 


Idled  Equipment  on  Your  Hands? 


Your  source  for  industry 
news  and  views 


E&’P 


EDIT0R£!^PUBLISHER 


Custom  Content 


Custom  Content 


Presses 


Presses 


Positions  Wanted 


Help  Wanted 


BUY  •  SELL  •  BROKER  •  APPRAISE  •  CONSULT 


Phone:  1.913.492.9050 
Email:  inmc1@inlandnews.com 
Web  site:  www.inlandnews.com 


Make  the  most  of  it  with  Inland,  a  name 
synonymous  with  trust,  credibility  and 
performance  —  partnering  with  you  to 
provide  the  best  advice  and  world-wide 
marketing  expertise  in  the  industry. 


Audience  Builders. 


Attract  affluent  readership  and  earn  guaranteed  profits. 

Our  specialty  magazines  will  produce  immediate  results  for  you 
and  your  advertisers.  You  can  be  earning  up  to  70%  ROI 
30  days  from  right  now. 

There  is  no  upfront  investment  and  no  contract  to  sign.  No 
need  to  hire  extra  staff.  No  searching  for  a  reliable  printer. 

•  Intelligently  written,  beautifully  designed  and  fully 
finished  in  brilliant  4  color  printing  on  bright  glossy  paper. 

•  Fully  customizable  to  your  market  with  local  content, 
flexible  page  counts  ana  publishing  schedules. 

Call  or  email  today.  Learn  more  about  this  elegant  and  easy 
solution  to  expanding  your  audience! 

877-329-0571  FOXPRIXT 

info@foxprintservices.com  f  QIQQQQQ 


iON’T  SELL- YOUR  WEB  PRESS 


iON’T  SELL  YOUR  WEB  PRESS 


Until  you  contact 

Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commercial 
I  '  Web  and  Newspaper  Presses” 

PRESSES  WANTED:  GOSS  COMMUNITY,  URBANITE, 
METRO  &  UNIVERSAL:  HARRIS  V15D,  V25,  V30; 

SOLNA;  KING;  TENSOR;  &  DAUPHIN 


.FOR_SALE:  1998  NEWS  KING  UNITS,  $4,000  EACH; 
FOUR  UNIT  GOSS  COMMUNITY,  22  3/4,  WITH  COMPEN¬ 
SATORS,  SIDELAY  AND  RUNNING  CIRCUMFERENTIAL 
REGISTER  ON  ALL  UNITS,  SMALL  IOWA  WEEKLY, 
$17,500! 

NEWMAN  INTERNATIONAL,  LLC. 

(913)638-1040  •  newmanpress@kc.rr.com 


AUDIENCE  DEVELOPMENT 
MANAGER 

Western  News  &  Info  Inc.  (WNI)  seeks 
an  experienced  Circulation  Audience 
Development  Manager. 

WNI  is  a  family  owned  Arizona  media 
company  with  daily  bi-weekly  and 
weekly  newspaper  publications. 

The  right  candidate  will  work  from 
Prescott  AZ  traveling  to  other  com¬ 
pany  locations  working  with  multiple 
small  newspapers.  The  position  re¬ 
quires  extensive  background  in  es¬ 
tablishing  circulation  strategies  pro¬ 
motions  marketing  and  develop¬ 
ment  of  collateral  pieces  in  support 
of  sales  efforts.  Primary  job  duty  is  to 
develop  implement  and  direct  pro¬ 
grams  to  increase  readership  and 
viewers.  Excellent  benefit  package. 

Send  resume  to: 
wnihr@ivestemnews.com 
or  mail  to  Job  Placement  WNI 
1 748  5.  Arizona  Ave. 

Yuma  AZ  85364. 


NEWSPAPER  PRESS  MANAGER 
SEEKS  EMPLOYMENT 
I  am  looking  for  new  opportunity.  I 
have  excellent  employment  histo¬ 
ry  and  references.  Master  printer 
with  great  mechanical  skills.  Spe¬ 
cialize  in  color  reproduction  and 
re-training  of  press  crew.  Single 
wide  press  preferred.  Looking  for 
outdoor  lifestyle,  family  atmos¬ 
phere  work  environment,  and  hon¬ 
est  commitment  to  long  term 
members. 

Email: 

masterprinterlOl  @outlook.com 


PROFESSIONAL,  PERTINENT 
POWERFUL  BOOK  REVIEWS?? 

Reviewer  with  20+  years  experience 
seeking  new  publishing  opportunities. 
Distills  600  pages  to  150-500  words. 
Print  publication  or  online.  Seeks  stan¬ 
dard  rates  or  Syndication.  Read  some 
samples!  Email:  Sepal@msn.com 


Help  Wanted 


Help  Wanted 


Help  Wanted 


Help  Wanted 


PUBLISHER/EDITOR 

The  Zachary  Post/Feliciana  Explorer 
award-winning  community  weekly 
newspapers  based  in  Zachary  LA  are 
seeking  an  editor/publisher  who  can 
be  a  leader  in  both  the  newsroom 
and  in  the  publisher's  chair.  We 
are  located  10  miles  from  Baton 
Rouge.  With  a  small  staff  of  five  we 
cover  it  all  -  local  industry  Parish  and 
City  Government  schools  civic  events 
and  community  happenings.  If 
you've  got  a  passion  for  producing 
community  journalism  at  its  finest 
and  becoming  part  of  the  communi¬ 
ty  we  want  to  talk  to  you!  The  re¬ 
quirements  for  this  position  are  sim¬ 
ple.  We  want  someone  with  strong 
local  community  news  Judgment  and 
ability  to  guide  and  lead  people  of 
various  degrees  of  experience.  We 
want  someone  who  can  turn  a  dull 
press  release  into  a  journalistic  gem; 
someone  comfortable  with  inter¬ 
viewing  everyone  from  the  governor 
to  the  kindergarten  class  president; 
and  someone  handy  with  a  camera 
or  not  afraid  to  learn.  The  person  we 
hire  will  also  be  responsible  for  man¬ 
aging  the  ad  sales  staff  and  also  be¬ 
ing  a  sales  leader  as  well  as  with 
planning  special  publications  moni¬ 
toring  sales  efforts  and  developing 
ideas  to  turn  non-advertisers  into 
regular  ones.  The  successful  appli¬ 
cant  will  be  directly  responsible  for 
the  editorial  products  -  from  plan¬ 
ning  to  production  and  assume  a 
bevy  of  other  responsibilities  includ¬ 
ing  managing  the  bookkeeping  dis¬ 
tribution  analyzing  monthly  finan¬ 
cials  and  planning  for  the  future.  You 
must  have  experience  with  Adobe  CS 
and  have  at  least  some  editorial  news 
and  sales  experience  with  manage¬ 
ment  experience  being  a  plus.  If 
you're  interested  in  this  position 
please  respond  to  this  ad  before 
someone  else  does.  The  company  of¬ 
fers  a  very  competitive  starting  salary 
with  opportunities  for  bonuses. 
Please  e-mail  a  resume  cover  letter 
and  salary  requirements  to 
Daniel.Duggan@iZacharypost.com 
If  we  find  the  right  person  we  are 
willing  to  help  with  relocation 
costs. 


EDITORG^PUBLISHER 

CLASSIFIEDS 


Advertise  yourbusiness 
or  service  for  as  low  as 

$35.00- 

per  month! 


For  more  info,  call 

1-800-887-1615 


SEEKING  DYNAMIC  EDITOR 

Washington  Jewish  Week  owned  and 
operated  by  WJW  Media  Group  an 
award-winning  publication  serving 
the  Jewish  community  for  the  most 
powerful  city  in  the  world  -  is  seek¬ 
ing  a  dynamic  editor  to  be  the  face  of 
the  publication  and  lead  It's  editorial 
team. 

The  publication  both  in  print  and  its 
digital  platform  is  independently 
owned  and  has  been  serving  the 
Washington  metropolitan  area  Jew¬ 
ish  community  since  1930.  The 
candidate  will  lead  a  staff  of  talented 
journalists  covering  local  national 
and  international  news  of  interest  to 
one  of  the  largest  and  most  influ¬ 
ential  Jewish  communities  in  North 
America. 

The  position  requires  strong  leader¬ 
ship  and  interpersonal  skilTs;  com¬ 
munity  engagement  and  relationship 
building  abilities;  creativity  and 
strong  news  development.  The  can¬ 
didate  will  direct  the  staff  on  investi¬ 
gative  reporting  feature  writing  opin¬ 
ion  and  analysis.  The  editor  must 
have  superior  editing  and  publica¬ 
tion  production  skills.  The  editor 
must  be  proficient  with  modern  so¬ 
cial  media  and  digital  media  plat¬ 
forms.  We  are  looking  for  candidates 
with  a  proven  commitment  to  excel¬ 
lence  of  producing  world  class  Jew¬ 
ish  journalism  and  playing  a  key  role 
building  and  strengthening  Jewish 
community. 

The  Washington  Jewish  Week  editor 
will  also  work  closely  with  its  sister 
publication  Baltimore  Jewish  Times. 
The  two  editors  will  collaborate  to¬ 
gether  on  content  initiatives  that 
provide  efficient  strategies  for  stron¬ 
ger  quality  and  improved  audience 
development. 

Applicants  should  have  a  strong 
knowledge  and  working  relationship 
on  domestic  and  international  issues 
of  concern  to  the  Jewish  community 
and  experience  with  the  use  of  social 
networking  and  new  media  trends. 
Prior  substantive  content/media 
management  experience  is  required. 

We  offer  competitive  salary  and 
benefits  along  with  the  support  of 
a  committed  ownership  group  and 
management  team.  Inquiring 
candidates  should  submit  a  cover 
letter  resume  appropriate  writing 
samples  compensation  history 
and  references  to: 
publlsher@washlngtonlewlshweek.com 


Advertise  direct 
to  the  industry! 

EDlTORe^PUBLISHER 


MULTI-MEDIA  ADVERTISING  SALES  DIRECTOR 

We  have  a  career  opportunity  at  The  Ledger  in  Lakeland,  Florida  for  a  proven 
Advertising  Sales  Director  to  serve  our  communities  through  readership  and 
advertising. 

This  position  includes  developing  a  team  to  present  and  close  sales  for  new  and 
existing  customers.  Advertising  solutions  which  include  print  &  digital,  and  are 
related  to  business  customer  needs  that  span  across  all  categories  from  small  to 
large  local  businesses. 

We  are  looking  for  an  innovative,  strong  sales  minded  and  energetic  candidate 
who  possesses  the  desire  to  impact  a  motivated  sales  team,  improve  existing 
selling  skills  and  who  wants  to  see  hometown  businesses  thrive. 

About  the  Position 

This  role  will  be  responsible  for  leading  all  sales  efforts  including:  revenue 
growth,  quota  attainment,  sales  strategy  &  execution,  client  &  agency  partner¬ 
ships  and  the  growth  &  development  of  the  sales  team. 

•  Develop  a  territory  strategy  to  penetrate  markets  while  leveraging  multiple 
team  resources. 

•  Succeed  in  a  team-selling  environment,  partnering  with  inside  sales  and  other 
departments  for  maximum  territory  and  client  coverage. 

•  Manage  overall  sales  process,  set  appropriate  metrics  for  sales  using  existing 
CRM  tools. 

•  Collect  and  distribute  feedback  to  product  and  marketing  teams  to  ensure 
continued  market  acceptance  of  commercial  product  set. 

•  Contribute  to  compensation,  training  and  sales  incentive  programs. 

•  Be  responsible  and  accountable  for  sales  quotas  &  company  revenue  growth. 

About  the  Candidate 

•  Min.  5-10  years  of  experience  working  in  national  media  or  technology  sales 

•  Experience  with  conceptualizing  print  and  digital  ideas  and  writing  or 
directing  pitches  for  major  accounts. 

•  A  solid  understanding  of  media  planning,  marketing  and/or  strategic  planning 
in  an  advertising  agency  or  publishing  and/or  digital  media  company. 

•  Extremely  detailed  oriented,  with  the  ability  to  manage  multiple  projects 
simultaneously. 

•  Excellent  verbal,  written  and  presentation  skills. 

•  Experience  working  in  a  fast  paced,  constantly  evolving,  team  environment  in 
a  medium  to  large  media  or  entertainment  company. 

•  The  ability  and  desire  to  interface  with  top  customers  and  clients  on  high 
profile  accounts. 

•  Bachelor's  degree  preferred.  The  right  experience  over  a  degree  will  be  considered. 

•  Proven  ability  to  manage  a  dynamic  sales  team  to  success  by  cultivating  a 
positive,  motivating  environment  with  constructive  coaching  and  proven 
sales  training. 

•  Highly  self-motivated  and  self-disciplined  with  ability  to  instill  these  traits  to 
the  team. 

Physical  Demands  &  Working  Conditions 

The  physical  demands  and  working  conditions  are  within  normal  expectations 
for  this  job.  This  statement  is  intended  to  describe  the  general  nature  and  level 
of  work  being  performed  by  most  people  assigned  to  this  job.  They  are  not  in¬ 
tended  to  be  an  exhaustive  list  of  all  responsibilities,  duties,  and  requirements. 
Scheduling  flexibility  is  required  to  accommodate  changing  business  needs.  This 
position  requires  minimal  traveling. 

About  the  Company 

The  Ledger  has  served  quality  news  to  Polk  County  for  the  last  87  years  and  was 
recently  named  the  third-fastest  growing  newspaper  in  audience  growth,  which 
includes  print  and  digital  readers.  The  Ledger  Media  Group  also  publishes  The 
News  Chief  in  nearby  Winter  Haven;  it  covers  central  and  eastern  Polk  County.  In 
advertising,  the  Ledger  received  seven  Addy  awards  in  2013  and  12  FNAME  crea¬ 
tive  awards  in  2012.  In  the  Newsroom,  the  Lakeland-based  newspaper  received 
10  statewide  awards  in  2013,  including  the  first  Integrity  Florida  Award  for  Public 
Corruption  Reporting  for  a  series  called  "Money  in  Mulberry."  The  Ledger  Media 
Group  is  a  property  of  the  Halifax  Media  Group.  Founded  in  2010,  Halifax  Media 
is  headquartered  in  Daytona  Beach,  Florida.  Halifax,s  strategy  is  to  invest  long¬ 
term  capital  in  quality  companies  positioned  in  strong  markets  that  are  closely 
connected  to  the  community. 

We  offer  a  competitive  base  salary  plus  bonus  potential,  a  comprehensive  bene¬ 
fits  package  &  the  opportunity  for  you  to  make  a  difference.  If  you  have  the  vi¬ 
sion,  fire  and  experience  to  lead  a  sales  team  to  success,  start  customizing  your 
future  and  join  our  team! 

Send  resume  &  salary  requirements  to:  rlck.thompson@ledgermedlagroup.com 
The  Lakeland  Ledger  encourages  applications  from  those  with  diverse  backgrounds 
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Making  News  Media  More 
Attractive  to  Oniine  Users 


By  Atul  Tulshibagv^'ale 

A  recent  survey  by  Reuters 
reveals  that  a  full  65 
percent  of  U.S.  users  say 
online  media  is  their  sole, 
more  important,  or  equally  important 
mode  of  consuming  news,  as  opposed 
to  traditional  media.  Furthermore,  the 
younger  users  tend  to  get  their  news 
online  rather  than  via  traditional  me¬ 
dia,  making  online  the  way  of  present¬ 
ing  news  in  the  future. 

^Vl^ile  there  may  be  issues  in  effec¬ 
tively  monetizing  digital  media,  there 
is  another  issue  that  is  thought  of  as  a 
deterrent  in  driving  more  engagement 
and  ultimately,  more  revenue:  The  ap¬ 
parent  paucity  of  innovation  in  online 
media. 

Online  media  has  been  around  for 
several  years  now,  so  what  are  the  in¬ 
novative  ways  of  presenting  news  that 
are  unique  to  online  media?  Here  are 
some  that  come  to  mind: 

Slideshows:  These  are  all  the  rage 
and  especially  relate  to  surveys  such  as 
“The  Top  50  Cities  in  America”. 

interactive  infographics:  These 
were  especially  popular  in  election 
seasons— drill-down  and  slice-and- 
dice  data  as  results  come  in. 

Video:  Although  video  has  been 
around  for  decades  in  television,  its 
use  on  newspaper  websites  is  innova¬ 
tive.  Some  publications  such  as  USA 
Today  have  aggressively  pushed  the 
video  format  of  presenting  stories. 

Blog:  A  blog  is  not  an  innovation  in 
its  o\vn  right,  but  its  use  as  a  less  mod¬ 
erated,  more  opinionated  extension  of 
the  newspaper  is  certainly  innovative. 
Topic  graph:  Publications  like  the 


Economist  have  a  topic  graph  of  re¬ 
lated  topics  that  seems  to  be  automati¬ 
cally  generated.  It’s  quite  interesting, 
but  doesn’t  personally  appeal  to  me, 
possibly  because  it  is  likely  automati¬ 
cally  generated  and  the  topics  don’t 
appear  to  be  specific  to  the  story. 

Assuming  we  can  address  the  digital 
monetization  issue  (if  that  sounds  like 
a  big  “if’,  it  could  use  some  innovation 
too— something  my  firm  is  working  to 
create),  what  are  the  potential  innova¬ 
tions  that  can  drive  more  engagement 
to  online  news  media? 

Here  are  some  ideas,  mostly  exploit¬ 
ing  more  interactivity  and  newer 
technologies  such  as  HTML  5: 

Interactive  Concept  Introduc¬ 
tion:  The  iPad  application  from 
Scientific  American  does  a  great  job 
of  this,  where  concepts  touched  in 
an  article  are  sometimes  detailed  us¬ 
ing  an  interactive  model  that  can  be 
navigated  and  zoomed  in  on.  I’d  like 
to  see  more  of  this  happen  in  the  news 
media.  I  can  see  publications  having 
libraries  of  such  content  that  can  be 
easily  updated  and  referenced  when  a 
new  related  story  comes  up. 

Game-like  scene  rendering: 
Publications  could  have  in  their 
possession  libraries  of  wireframes  of 
elements  and  scenes  and  assemble, 
modify  and  render  them  in  HTML  5 
for  specific  scenes  of  interest,  which 
could  then  be  “walked  through”  or 
“flown  over”  by  users.  This  would  have 
been  great  for  stories  like  the  recent 
Asiana  Airlines  incident  at  San  Fran¬ 
cisco  Airport. 

Breaking  news  “tree”:  When  a 


story  develops,  it  often  has  multiple 
aspects.  One  could  construct  an  inter¬ 
active  “tree”  that  has  the  core  story  as 
its  roots  and  multiple  branches  that 
cover  stories  that  relate  to  specific 
aspects  of  it.  So,  for  example,  a  story 
relating  to  a  tornado  in  Kansas  could 
have  “Crisis  Response”  stories  on 
one  branch,  “Human  Toll”  stories  in 
another  branch  and  “Climate  Change 
and  Tornadoes”  stories  in  yet  another 
branch. 

Issue  central:  This  is  a  collection 
of  important  articles,  pictures,  videos 
(interviews,  live-action  captures),  and 
diagrams  that  relate  to  and  explain 
a  specific  issue,  created  specifically 
so  uninitiated  readers  can  familiar¬ 
ize  themselves  with  an  issue  quickly 
and  get  more  in-depth  knowledge  as 
required.  This  can  possibly  be  done 
by  better  curation  of  existing  archival 
content  for  many  issues. 

The  “blog-gregate”:  User¬ 
generated  content  could  be  another 
source  of  interesting  content.  How¬ 
ever,  since  the  signal-to-noise  ratio  of 
un-moderated  content  is  very  low,  it 
often  becomes  uninteresting.  So,  let’s 
imagine  the  follovring: 

Bloggers  are  given  a  platform  to 
blog  on  the  newspaper’s  website,  in  a 
separate,  compartmentalized  section. 

Bloggers  may  socialize  and  popu¬ 
larize  their  own  posts  hosted  on  the 
newspaper’s  website. 

The  most  popular  posts  from  this 
section  are  then  picked  up  for  further 
editing  or  moderation  to  feature  in 
one  of  the  mainstream  sections  of  the 
newspaper.  ■ 

Atul  Tklshibagwale  is  founder  of 
Laudd,  Inc.,  a  startup  working  on 
an  innovative  new  monetization 
system  for  digital  content.  Contact 
him  at  atul@laudd.com. 
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Dear  E&P  Readers 


It  gives  me  great  pleasure  to 
announce  the  immediate 

our  new  HTO 


DATE  DUE 


Inetize  yp*i 


Dutico,  Inc.  3t.-293 


Advertising  &  Circ 


innovation 


ifAdMIinagerPro"'  and  CirculationPro'”  give  you  the  ability  to 
‘manage  your  advertisers  and  subscribers,  report,  publish,  and 
lentralize.operations,  all  in  easy-to-use,  browser-based  systems 


NOVATE 


fTODAY! 


Contact  us  for  a  demo! 


info@mediaspangroup.com 

mediaspangroup.com/demo 


MEDIASPAN 

mediaspangroup.com 


